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ABSTRACT 
There are countless academic studies concerning the factors of business success. The 
topic of small business success factors was developed after identifying a gap in the small 
business literature. It was discovered that the role that culture, location, and the small business 
owner-manager's skill at speaking a secondary language played in successful small businesses in 
the South Florida area has not been studied. 
From the empirical and theoretical literature, business success is an important area of 
study because of its economic, competitive, and social impact to organizations. 
The primary purpose of this qualitative, non-experimental and descriptive study was to 
investigate the combination of the demographics of the small business owner-manager; the 
culture of the small business owner-manager; characteristics of the small business, and the small 
business location that are critical to small business success. 
The development of the questionnaire instrument allowed for the derivation of variables 
that are related to earlier and current works in the field thus providing a strong evidence base for 
research. 
From the empirical literature reviewed, most studies lack a sample size adequate for 
rigorous analysis. There were 154 small business owner-managers in Miami Dade and Broward 
County in Southeast Florida, USA that were selected as participants. The topics in the surveys 
were linked to the four research questions. The data were organized and analyzed to extract 
significant trends. 
The findings of this study show a relationship between age, gender, managerial 
experience, educational level and fluency in a secondary language of the small business owner- 
manager and business success in South Florida. This study's findings also indicate a relationship 
between the small business owner-manager's culture and business success in South Florida. In 
addition, findings from this study suggests that there is a relationship between products/se~ices, 
type of industry, type of customers, business structure, local governmental regulations, number 
of years in business and business success in the South Florida region. The study's findings also 
show that there is relationship between location and the success of a small business in South 
Florida. 
Although some limitations were in this study, the findings contribute to the 
understanding of small business success. A more robust quantitative study design should be 
undertaken to uncover more concrete correlations among variables. 
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CHAPTER I 
INTRODUCTION TO TKE STUDY 
Introduction and Background to the Problem 
Increasing business competition from large and medium competitors puts small 
businesses in a vulnerable position. Small and medium enterprises are very important in 
accelerating the economic development of a country (Jasra, Khan, Hunjra, Rehman, & Azam, 
201 I). Most current larger enterprises have their origin in small enterprises. 
$ahin, Kitao, Cororaton, and Laiu (201 1) reported that a closer look at the employment 
figures revealed that the recent U.S. recession's effect was not uniform across firms of different 
sizes. Small businesses had been more adversely affected than large ones. The authors reported 
that jobs declined 10.4 percent in establishments with fewer than fifty employees, compared with 
7.5 percent in businesses with fifty or more employees. The overall employment decreased by 
8.4 percent ($ahin et al., 201 1). 
As noted by $ahin, Kitao, Cororaton, and Laiu (201 l), assisting the turnaround of small 
businesses is critical for the improvement of labor market conditions, and such efforts can 
contribute to the overall U.S. recovery. An examination of employment changes by firm size in 
each sector during the recession revealed that declines in small firms were larger than total 
sectoral percentage declines, with the exception of the manufacturing industry. Employment 
declines are generally inversely correlated with fm size within sectors. Therefore, regardless of 
sector, small firms experienced greater employment declines than large firms did ($ahin et al., 
201 1). 
Edmiston (2007) explored the role that small businesses play in creating jobs. The author 
compared job quality between small firms and larger firms. He examined the significant role of 
small businesses in the development of new products and new markets. The author provided 
evidence that suggests that small businesses create a substantial majority of net new jobs in an 
average year. Small businesses remain a significant source of new jobs in the U.S. In addition, 
data published by the U.S. Census Bureau in the period from 1990 to 2003 showed clearly that 
the bulk of net new jobs were generated by firms with less than 20 employees. Net new jobs 
were the total of new jobs created by firm startups and expansions minus the total number of jobs 
destroyed by firm closures and contractions (Edmiston, 2007). 
Edmiston (2007) provides the following numerical data that shows the importance of the 
existence of small businesses in an economy. From 1990 to 2003, small firms (less than 20 
employees) accounted for 79.5 percent of the net new jobs, despite employing less than 18.4 
percent of all jobs in 2003. Midsize firms (20 to 499 employees) accounted for 13.2 percent of 
the net new jobs, and large firms (500 or more employees) accounted for 7.3 percent. This data 
indicates that small businesses create the majority of net new jobs and are critical to a country's 
economy. The importance of small businesses is underscored in this review as many small 
businesses will grow to become the large firms of tomorrow (Edmiston, 2007). 
On the other hand, research shows that there are unique problems that small businesses 
face such as market size, labor, and great time demands that large corporations do not have to 
deal with (Siemens, 2010; Loucks, Martens, & Cho, 2010). 
There are countless academic studies concerning the factors of business success over the 
years of which the small business characteristics and the small business owner-manager's 
demographics are central. The topic of small business success factors was developed after 
identifying a gap in the small business literature. 
There is an abundance of empirical data relative to success of the small business. 
However, upon closer examination, it was discovered that the role that culture, location, and the 
small business owner-manager's skill at speaking a secondary language played in successful 
small businesses in the South Florida area has not been studied. 
An examination of small business success is prudent for the South Florida region. South 
Florida's population has grown immensely due to international immigration. The region is made 
up of immigrants, retired people, and native Floridians, whose backgrounds, cultures, and needs 
are diverse. With such a cosmic ethnic diversity, many small businesses have emerged to meet 
the needs of these cultures. 
According to the Small Business Association (2013), small businesses considerably 
influence Florida's economy. Small businesses represent 98.9 percent of all employers (Small 
Business Association, 2013). Small business is regarded by the Small Business Association 
(2013) as one with less than 500 employees. Most of Florida's small businesses are very small. 
As much as 80.8 percent of all small businesses have no employees, and most employers have 
less than 20 employees (Small Business Association, 2013). 
The Small Business Association (2013) also reports that there are 23 million small 
businesses in America that account for more than half of all U.S. sales, and they provide 66% of 
all net new jobs. 
From the empirical and theoretical literature, business success is an important area of 
future study because of its economic, competitive, and social impact to organizations. This 
research encompasses the body of research on small business success. It is ascertained that 
across the various industries, small businesses differ significantly; hence, the factors provided in 
this research should hopefully allow small business owner-managers and others to become 
cognizant of the many alternatives available for success in the small business environment. 
The research on small business success would be extended by studying specific industries 
by region to obtain accurate data on this phenomenon. The literature lacks a specific application 
to the population targeted in this inquiry. ~ u & e  research is also needed to determine whether 
previous business experience by the small business owner-manager is essential for small 
business success in this particular locale. By discovering this gap and providing a suggestion for 
a new area of research and theory, this investigation will add to the knowledge base. 
Purpose of the Study 
The objective of this research is to investigate factors affecting small business success 
previously not investigated in the literature. The primary purpose of this non-experimental and 
descriptive study will be to investigate the combination of the demographics of the small 
business owner-manager; the culture of the small business owner-manager; characteristics of the 
small business, and the small business location that are critical to small business success. 
Figure 1: Graphic representation of proposed factors 
The major reason for this topic of research is to discover successful tactics and 
circumvent the unsuccessful ones. The effect of the small business owner-manager's 
characteristics on the success of the small business can assist other small business owner- 
managers in developing or enhancing skills that will increase the chance of longevity of their 
small business. 
The empirical literature on small business success includes an array of relevant research 
about the traits of the small business owner-manager in achieving business success in addition to 
an assortment of emerging theories of business success, critical success factors, knowledge, 
characteristics, skills, and behaviors of the effective small business owner-manager. 
Forecasting entrepreneurial fate is an important area of research because of the risk of 
financial loss to business' stakeholders including owners, investors, and communities. Small 
enterprises need to pay particular attention to successful business strategies for sustainable 
developments (Loucks, Martens, & Cho, 2010). 
This research will provide an improved understanding of the needs of small business 
owner-managers. This research offers a contribution to potential small business owner-managers 
whose desire is to establish their firms. The prominence of small businesses for economic growth 
is of major importance to a country. It can be valuable to study how certain types of businesses 
clustered in a location respond to governmental rules and regulations, and the influence of 
industry characteristics. This study is focused on the overall factors of the small business' owner- 
manager personal characteristics, culture, business characteristics, and location in several 
industries in the South Florida region in order to be successful. 
Definitions of Terms 
Terms that are used throughout this research are defined below: 
Demographics 
Demographics are "personal characteristics" including "gender, race, rural character, or 
other factors" (Eisenberg & Wells, 2002, p. 1842). Demographic characteristics include "age, 
income, education, ethnicity, religion, occupation, social class, culture, and lifestyle" (Girard, 
201 0, p. 9). 
Age 
Age is "the length of time in completed years that a person has lived W.S. Census 
Bureau, 2012)." Age is the "participant's chronological age" (Maurer & Weiss, 2010, p.5). 
Gender 
Gender is "an achieved status that which is constructed through psychological, cultural 
and social means" (West & Zimmerman, 1987, p. 125). Gender is "a social construction whereby 
a society or culture assigns certain tendencies or behaviors the labels of masculine or feminine" 
(U.S. Census Bureau, n.d.). 
Managerial Experience 
Experience is the length of service in given occupation. Experience is "the number of 
years the participant had spent in histher present job" (Maurer & Weiss, 2010, p.5). For this 
research, managerial experience refers to "owners who had worked in a managerial capacity 
prior to owning the business they own (Bates, 1990, p. 5)." 
Educational Level 
Educational level refers to instruction that "advances a person toward an elementary 
school certificate or high school diploma, or a college, university, or professional school degree" 
(U.S. Census Bureau, 2013). Educational level is the "highest level of school achieved" 
(Williams & Jones, 2010, p. 11). 
Secondary Language 
. Secondary language refers to" acquirers' orientations toward speakers of the target 
language" (Krashen; 1981, p.9). Secondary language is another language "acquired to varying 
degrees of proficiency depending on the context in which the acquirer needs to use it" (Collier, 
1987, p. 618). 
Culture 
Culture denotes "a shared communication system; similarities in physical and social 
environment, common beliefs, values, traditions, and world view; and similarities in lifestyles, 
attitudes, and behavior" (Freeman, 2004, p.74). Culture consists of such "symbolic vehicles of 
meaning, including beliefs, ritual practices, art forms, and ceremonies, as well as informal 
cultural practices such as language, gossip, stories, and rituals of daily life" (Swidler, 1986, 
p.273). Culture refers to the small business owner-manager's ethnic background, languages 
spoken, country of birth, and informal cultural business practices and preferences. These 
practices and preferences are: recognition of holidays; completion of business transactions with 
small business owner-managers of the same ethnic origin, and identification of personal 
characteristics of other small business owner-managers of the same ethnic origin. 
Business Characteristics 
Business characteristics refers to "closure, profits, sales, employment, industry, startup 
capital, types of customers, health plans, and exports" of an organization (Fairlie & Robb, 2009, 
p.377). Business characteristics refer to "firm size, structure, resources, and organizational 
maturity" (Raymond, 1985, p. 38). Business characteristics identifies the financial means used 
for starting a small business; type of business registration and industry; types of services andlor 
products supplied to the public; prices of services and/or products; number of employees of the 
small business; hours of business operation; personal characteristics of customers; local sales tax 
rate; small business insurance cost, and annual net profit. Business maturity encompasses the 
length of time the small business has been in operation. 
Services 
A service is "an output, which means "a deed", "a performance", "an offering", or "a 
benefit" instead of a "physically solidified object" (Jiao, Ma, & Jseng, 2003, p.9). Services are "a 
class of activities, work or acts that are performed for others (generally customers)" (Jiao et al., 
2003, p.9). Services are established actions performed in a small business by employees and 
small business owner-managers to supply customers. These actions are delivered deliberately 
and directly by the small business for a price. Services can be delivered to an amalgamation of 
consumers, businesses and/or governmental entities. 
Products 
A product is an object that "possesses components and related arrangement (facility and 
layout, working units etc.)" (Jiao, Ma & Jseng, 2003, p.10). Products refers to "inanimate things 
without human involvement" (Jiao et al., 2003, p.10). Products are items sold to an 
amalgamation of consumers, businesses andlor governmental entities by the small business for a 
price. 
Type of Customers 
"The word customer incorporates all the individuals and organizations being supplied. 
They may be end-users (consumers) or intermediaries (e.g. distributers) (Frain, 1999, p. 12)." 
"Customers are the people or firms who buy products (Blythe, 2005, p. 1 I)." Customers are 
males and/or females of various ages and economic backgrounds who visit the small business. 
Type of Industry 
"An industry is a group of firms that produce products or services that are close 
substitutes for each other and which serve the same general set of customers. Industries are 
defined by the markets served by their competing participants (Meyer & Crane, 201 1, p. 14)" 
Industries are classified under numerous divisions by NAICS (North American Industry 
Classification System). The NAICS is the standard utilized by federal statistical agencies in 
categorizing businesses for the purpose of collecting, analyzing, and publishing statistical data on 
the U.S. business economy. Some of these industry classifications are: accommodation and food 
services, arts, education and recreation, construction, educational services, finance, healthcare 
and social assistance, information, manufacturing, professional services, real estate, retail trade, 
transportation and warehousing, utilities, and wholesale trade (US. Census Bureau, 2013). 
Business Structure 
The legal form of a business varies, i.e. entity form, entity type, legal structure or legal 
format. It includes "sole proprietorships, partnerships, limited liability companies and 
corporations, which, due to their distinct characteristics, include both traditional C-corporations 
and S-corporations" (Hertz, Beasley, & White, 2009, p. 82). The most common forms of 
businesses are the limited liability company, sole proprietorship, partnership, corporation, and S 
corporation (IRS, 201 3) .  
Governmental Regulations 
Government regulations are "important public-policy instruments" implemented to 
protect citizens (Carls,1999, p. 75). Government regulations refers to "government activity 
necessary to protect the rights of market participants in order to ensure economic freedom" 
(Campbell, Fayman, & Heriot, 2010, p.167). Governmental regulations are any involvement of 
local or state authorities with the small business' operation which includes the small business 
registration with the State of Florida; usage of loans by the U.S. Small Business Administration, 
and acknowledgment of the local sales tax rate. 
Years in Business (longevity) 
Longevity denotes "continuity of the business" (Lank, 2001) (as cited in Fahed-Sreih, & 
Djoundourian, 2006, p. 226). Years in business is the "age of the firm i.e. time elapsed since the 
firm started operation" (Williams & Jones, p. 11). 
Location 
Location is a choice of pinpointing a business either in the rural or urban center which is 
also connected to the type of products or services offered by the business (Vaillant, Serarols, & 
Lafuente, 2009). Location is a choice of where a business is to be situated which could be small, 
medium and large cities or urban or rural places (Sridhar & Wan, 2007). 
City 
A city is 'a highly organized community' (United Nations, 2013). 
Neighborhood 
Neighborhood means the spatial concentration of individuals of a particular ethnic origin 
within a census area and the "exposure to neighbors of various racial characteristics" (Galster, 
Metzger, & Waite, 1999, p 101). Neighborhood is a 'geographic density' of a locale (Wang, 
Cubbin, Ahn, & Winkleby, 2008). 
Business Success 
Business success is "gross sales" as reported by small business owner-managers (Bird & 
Sapp, 2004). 
Delimitations and Scope 
This study has the following delimitations: 
1. The physical setting of the sampling plan is confined to the counties of Broward and 
Miami-Dade in Florida, U.S.A. 
2. Only small business owner-managers are surveyed. . 
3. Participants must be 18 years old or older. There are some minors who are small business 
owner-managers; however, they are not of the legal age of consent in the United States 
which is 18 years old. 
CHAPTER II 
RFdVIEW OF LITERATURE, THEORETICAL FRAMEWORK 
AND RESEARCH QUESTIONS 
Review of Literature 
Chapter I1 will review and analyze the theoretical and empirical literature of small 
business success and ascertain future topics of academic review. An examination of both 
theoretical and empirical literature establishes that there is a need for the research to examine 
more closely the factors that lead a successful business endeavor. This would provide a reliable 
model that can accurately predict longevity in various industries in the South Florida region. 
Small business owners-managers need to learn how to deal effectively with multiple cultures in 
the midst of rapidly changing markets, industries, and technology. 
A theoretical framework for this study was developed. The following is a review of the 
literature on business success factors. 
Theoretical Literature 
There are various theories that have been empirically tested and supported in the small 
business research that links various factors as contributing to business success. These are: 
Strategic Network theory, Theory of Differentiation, Knowledge Based View theory, 
Organizational Life Cycle theory, and Spatial Interaction theory. 
Differentiation occurs when a firm offers a product or service which is distinctive or 
regarded as different and superior by its customers from its competition. When organizations 
within a specific industry sector function within the limits of that industry's legal requirements, it 
is the controlled practices that are likely to lead to differentiation of the service (Douglas, 
Douglas, & Davies, 2010; Allen & Helms, 2006). Unlike many sources of differentiation which 
are readily observable (e.g. quality, service), a company's knowledge of its customers' markets 
is understated and not likely to be distinguished quickly by competitors. For small retailers, 
reputation can be a means to differentiation and is frequently integrated within the overall 
strategy (Doyle & Broadbridge, 1999). Differentiation strategies comprise providing a high level 
of service, offering valuable product varieties to customers, functioning as a group with 
customers, and supporting promotional infrastructures ingrained within the company's plan. 
Other strategies are warranties, brand image, features, service, and quality (Wei-Ming & Kang- 
Wei, 2007). The principle of differentiation is a customary endorsement in business strategy that 
has many empirical observations. 
The economic literature proclaims that marketers should try to differentiate their brands 
from others to lessen direct competition. A brand must be seen as different to win market share. 
Some brands are much more differentiated than others, in that; their customer base is more loyal 
and less sensitive to activities of competitors (Romaniuk, Sharp, & Ehrenberg, 2007). 
Networks are theorized as an approach used by managers or entrepreneurs in 
organizations to position their firms in a stronger competitive stance. Strategic networks are 
"long-term purposeful arrangements among distinct but related for profit organizations that 
allows those firms in them to gain or sustain competitive advantage vis-a-vis their competitors 
outside the network" (Jarillo, 1988, p. 32). A strategic network is the total design of the 
relationship within a group of actors endeavoring to reach a common goal (Klint & Sjoberg, 
2003; Tarvensivu, Lukkari, & Jarvensivu, 201 0). This system is secured by network 
relationships, collective rules of signification and legitimation, and mutual usage of resources 
(Sydow, 1998). 
A new competitive dynamic is appearing whereby fums progressively give importance to 
knowledge and intellectual assets when they encounter competitors. Knowledge has become a 
generally quoted concept in the business world. Academics write about developing a knowledge 
based view theory of the firm. The work most cited in academia is that of Nonaka (1994) who 
asserts that organizations desiring to become tactically innovative must move beyond the 
traditional model of handling information to decipher known problems to a model that integrates 
the formation and defiition of problems (Shepherd & Johnson, 1999). Recognition of new 
knowledge and learning, and its well-organized execution are crucial production factors in 
attaining and sustaining competitive advantages (Martin-de Castro, Lbpez-Saez, & Delgado- 
Verde, 201 1). 
The degree to which participation in decision making is allowed and enabled influences 
the interface of the knowledge and skills of individuals with the decision-making process. 
Culture, as an expression of values, may also present differential status on groups and their 
activities (Ryan, 1995). This is giving the increase of significance for firms in decision-making 
about how, whether, and what is needed to obtain valid knowledge (Lin, 201 0). 
A life cycle stage can be explained as a loose set of organizational activities and 
structures. These activities comprise decision-making, information processing, and operational 
procedures. Life cycle stages diverge per model. Growth of any business organization inclines to 
follow a foreseeable pattern that is typically described by consecutive and progressive stages. 
Generally, organizational life cycle models presume that an organization goes through 
inception to growth, maturity and decline or redevelopment. While researchers vary in their 
views on the total number of phases and features of the organizational life cycle, several writers 
propose comprehensive representations which helps to define and create a relative breakdown of 
diverse methods (Shirokova, 2009). The life cycle literature proposes that consistent patterns of 
development ensue in organizations over time, even across a varied sample of firms in which 
organizational activities and structures diverge. Therefore, organizational characteristics differ 
across life-cycle stages in response to the instability of continual environmental changes (Auzair, 
2010). 
This research is predicated on the five-stage organizational life cycle model presented 
below: 
(1) Existence - The attention is on practicality, or simply finding an adequate amount of 
customers for the organization to exist. 
(2) Survival - Goals are communicated regularly in this stage, with the chief goal being the 
creation of enough revenue to remain in operation, and finance adequate for growth to remain 
competitive. 
(3) Success (maturity) - The organization has passed the survival test, developing to a point that, 
at times, they may safeguard what they have achieved instead of targeting fresh territory. 
Organizational structure is diverse, but many firms are inclined to be formed by product or 
geographic divisions due to the necessity to serve wide markets. 
(4) Renewal - The renewing organization shows a need to return to a leaner time where 
partnership and teamwork nurture innovation and creativity. 
(5) Decline - The incapability to meet the external demands of a previous stage has led the 
organization to a period of decline where they experience a deficiency of profit and a loss of 
market share (Lester & Pamell, 2008). 
A superior knowledge of how small businesses evolve and the main impediments faced 
in numerous life cycle stages is needed to completely comprehend their developmental process 
and the essential steps needed to be taken for their survival and growth. Gauging the prominence 
of problems in terms of their occurrence adds precisely to the modeling of the life cycle for small 
businesses. By observing a business through life cycle stages, it may be likely to envisage main 
problems, help with decisions, and predict opportunities (Hwang & Park, 2007). 
Spatial Interaction theory assumes the likelihood of customers making compromises 
between store-specific product and service differences regarding the shopping location's allure, 
with what is considered as more important than where the transaction takes place (Fischer & 
Getis, 1999). 
A very general and malleable Spatial Interaction Model was proposed by Alonso (1 973). 
There is no standard name for Alonso's model. Alonso (1973) presented a large demographic 
model for the United States, envisioned for prediction and policy analysis. The Spatial 
Interaction Model defines the "flow between cities, countries or regions as dependent on 
characteristics of the origins and destinations and negatively related to the distance between 
them" (de Vries, de Vries, J., J., Nijkamp, P., & Rietveld, 2001, p. 236). A spatial interaction 
theory by Reilly (1929) adopts the likelihood of customers making tradeoffs between store- 
specific product- and service-related differences regarding the shopping location's attractiveness, 
with what is transacted for being more imperative than where the transaction occurs. 
These theories have empirical validity and utility, as well as significance. They reflect 
our developing an understanding of the complexity of business success. Future research needs to 
utilize more advanced statistical analysis that will hopefully yield more ccorrelational 
information on the factors of small business success and perhaps lead to a prediction model. 
Empirical Literature 
There is great discrepancy among authors as to the impact of innumerable variables on 
the success of business. These variables vary widely and include entrepreneurial motivation, 
family support and knowledge, communication skills, knowledge of business, product 
competency, business capability, availability of resources, gender, age of the entrepreneur, 
ethnicity or race of owner-managers, succession plan, size, and location of the firm among 
others. Even the beauty of the small business owner-manager has been found to affect the 
performance of businesses (Pfann, Biddle, Hamermesh, & Bosman, 2000). 
The gender gap in small business success functions such that male-owned businesses are 
more successful in both urban and rural settings but that male-owned businesses are even more 
successful than female-owned businesses in urban than rural communities (Bird & Sapp, 2004). 
On the other hand, the characteristics of an individual, that is, gender and race, do not appear to 
have an effect on business survival or success (Headd, 2000). 
Miller, Besser, and Riibe (2006) based their research on strategic networking theory to 
investigate small business owners' use of formal networking as a tactic for conducting business 
in competitive markets. There were no differences found for perceived network benefits centered 
on gender, size of business, or years of ownership. Strategic business networks do benefit both 
male- and female-owned small community businesses (Miller et al., 2006). 
Firm size can be a vital element for firm performance, and for networking in the small 
medium size enterprises network. Different networking behaviors are found to have diverse roles 
for pursuing corporate entrepreneurship and for acquiring performance effects in collaboration 
with corporate entrepreneurship (Wincent, 2005). 
The chief problems universal to small businesses in each life cycle stage are observed 
using case reports presented for 364 Small Business Institute clients during 1977-1989. Planning 
was found to be the chief problem for the small business owner-manager specifically in relation 
to the initial business plan. Marketing problems that persist: 1. instituting and sustaining 
customer contacts, and 2. gauging and identifying markets. Location and expansion are the main 
problems in most of the life cycle stages. Once the firm starts to grow, setting up accounting 
records, recording information, and cash flow are key problems (Dodge & Robbins, 1992). 
In terms of location and industry types as it relates to small business success, the factors 
that can affect urban retail business spatial distribution are complicated and the local government 
has considerable influence (Zhou & Chen, 201 1). Local tax discretion produces prerequisites for 
appealing to business units to a particular location (Slukhai, 2009). 
The business location factor is shown to be very important in envisioning a small firm 
performance (Minai & Lucky, 201 1). Monahan and Rahman (201 1) posit that for organizations 
of any size and at any location to stay competitive, they need to improve their product or services 
and business efficacies. Jones, Mothersbaugh, and Beatty (2003) furnish empirical support by 
finding that location was less significant for small convenience stores offering less standardized 
and more personalized goods and services. 
Small retailers' performance projections are significantly improved when they function in 
more densely populated areas over lengthier periods of time, and offer their customers stress-free 
access (e.g. longer hours of operation and more accessible parking facilities) (Litz & Rajaguru, 
2008). Other studies such as Bird and Sapp (2004) claims that urban and rural communities 
establish dissimilar gendered environments for small business ownership and success. 
Complex and proactive planning was significantly related to business size and to an 
external assessment of business success and was a (partial) intermediary for the relationship 
between cognitive resources and business success (Frese, Krauss, Keith, Escher, Grabarkiewicz, 
Luneng, Heers, Unger, & Friedrich, 2007). 
Dyer and Ross (2008) explored the precursors and outcomes of seeking information and 
advice about the marketplace in which a small firm exists. There were almost 200 small business 
owner managers in the sample. Diverse concepts were examined to evaluate this phenomenon. 
These concepts are defined and their testing is discussed below. 
The concept of environmental dynamism was calculated by utilizing a scale created by 
Miller and Friesen in 1982. Participants were asked to specify the speed of transformation in a 
number of environmental factors. Items were evaluated by using the seven-point scale. The mean 
of items created an index of dynamism (Dyer & Ross, 2008). 
Complexity of marketing decisions had an appropriate scale. An inventory of items was 
formed from Ostgaard and Birley's research in 1994 on strategic decision making. Other relevant 
items were added. The business owners appraised several aspects of marketing to the importance 
to their businesses. These aspects were products, customers, markets, distribution channels, 
marketing practices etc. The small business was regarded as making multifarious marketing 
decisions based on the scale that these factors were chosen by business owners as being vital to 
success. The indicator of complexity was the mean score of seven items. (Dyer & Ross, 2008). 
Frequency of marketplace advice seeking had a custom scale. The items in this scale 
originated in a preliminary research whereby the authors questioned small business owners 
regarding their knowledge on an assortment of business activities. The marketing trials included 
pricing, marketing networks, customer predilections, sales projections, and customer issues 
(Dyer & Ross, 2008). 
Business success was ascertained by utilizing a measure of 10 items. The respondents 
made appraisals of the importance of the following for performance on a scale: total of profits, 
ratio of sales, proportion of investment, development in sales, and profits. Participants' 
contentment with business performance was also rated (Dyer & Ross, 2008). 
The first hypothesis projected a positive association between dynamism of the 
environment and the rate in which the business owner pursued advice on the market. There was 
support for this. The second hypothesis projected an association between complexity of 
marketing choices and the rate in which the business owner pursued advice. There was also 
support for this hypothesis (Dyer & Ross, 2008). 
The results of a hierarchical regression analysis using dynamism, complexity and advice 
seeking as variables proposed that dynamism and complexity had a considerable effect on advice 
seeking. Consequently, both the first and second hypotheses were supported (Dyer & Ross, 
2008). 
The authors performed a hierarchical regression analysis and the results revealed that the 
occurrence of advice seeking on business success was statistically significant. This showed 
support for the third hypothesis. A correlation analysis confirmed that complexity was 
unequivocally associated with business success; conversely, there was no association between 
environmental dynamism and business success (Dyer & Ross, 2008). 
Having previously instituted a connection between dynamism and advice seeking 
occurrence, the authors tested to ascertain if advice seeking was still correlated to success after 
controlling dynamism. It was concluded that seeking advice was associated to business success. 
By controlling age and size, a regression analysis showed that success was regressed on 
complexity. The occurrence of advice seeking was an important predictor of success. The 
occurrence of advice seeking was an intermediary in the connection between complexity of 
marketing choices and business success. A Sobel test corroborated this relationship (Dyer & 
Ross, 2008). 
The authors examined the role of a business owner's education and marketplace advice- 
seeking occurrence. The data confirmed an association between education level and advice 
seeking occurrence. In particular, the post-graduate business owners were somewhat more prone 
to pursue advice than business owners with no degrees. The authors discovered that business 
owners whose companies subsisted in an erratic environment were probable to pursue 
information and advice regarding marketing systems. Moreover, once the company's marketing 
outcomes were multifaceted, owners sought knowledge and advice more regularly. Common 
advice seeking was correlated to the perception of more success of the business (Dyer & Ross, 
2008). 
Both internal and external validity was strong. The authors could not be positive that the 
causal rationalization offered was the only one because of utilization of a cross-sectional, 
correlational design. They were incapable of ruling out the likelihood that reverse causation 
occurred; that is, common seekers of knowledge and advice could be more conscientious viewers 
of the firm's environment, and thus might perceive more dynamism and complexity than 
business owners who do not pursue advice. One more likely reverse-causal clarification was that 
apparent business success produced more common reminiscence of advice-seeking actions. 
Lussier and Sonfield (2007) conducted a quantitative study on the relationships between 
the percentage of non-family member managers in a family business and the variety of 
management activities, styles, and characteristics of that business. They used an exploratory and 
cross-sectional research design. The data was collected through use of surveys. Surveys were 
mailed or hand-delivered to companies in the state of New York and Massachusetts that were 
recognized in the newspaper as "family businesses". Of the 822 surveys distributed, there was a 
response rate of 28.6 percent. The sample included 159 family businesses (Lussier & Sonfield, 
2007). 
After an extensive review of the literature, nine hypotheses were formulated. The 
independent variables were: percentage of women involved in operation of business, use of 
team-management decision style, occurrence of conflict and disagreements, formulation of 
specific succession plans, use outside advisor/professional services, time spent in strategic 
planning, use sophisticated financial management methods, influence of original founder, and 
consider going public (Lussier & Sonfield, 2007). 
The regression analysis ANOVA supported the independent variable model relationship 
to the ratio of non-family member managers. Once control variables were included with the 
independent variables, the significance of the model was unaffected. Therefore, the 
control variables did not affect the independent variable model in connection to the ratio of non- 
family managers. Stepwise regression was done, and the two variables preserved in the model 
were the ratio of women participating in business operation and utilization of complex financial 
management procedures. Regression was also completed with these two variables and the results 
were identical as the stepwise regression (Lussier & Sonfield, 2007). The analysis of the variable 
coeficients supported some of the null hypotheses. The percentage of women engaged in the 
business operation, and the usage of complex fmancial management procedures had a major 
relationship to the ratio of non-family managers (Lussier & Sonfield, 2007). 
The data indicates that management by non-family members in a family business has a 
significant positive relationship as regards to usage of complex financial management 
procedures, and a significant negative relationship with an upsurge in the ratio of women 
engaged in the business operations. Moreover, this analysis showed a significant negative 
relationship among inclusions of non-family persons in the running of family businesses. 
Consequently, as family companies take in non-family personnel to manage the business, the 
bulk of these managers likely will be male (Lussier & Sonfield, 2007). 
The external validity of this study was weak. The sample was only from northeast states 
in the U.S. More research with a wider geographic attention is required to defend the findings of 
this study. 
Lussier and Halabi (2010) utilized the Lussier 15 variable S/F model in Chile with a 
sample of 234 small businesses, 13 1 failed and 103 were successful. The authors did a three 
country comparison of the businesses' probability of success or failure by implementing this 
model. The primary methodology of this study was to test the Lussier (1995) survey research 
study in Chile. The dependent variable was profitability measured on two levels as success 
(profitable) or failure (not profitable). Control variables included size (number of employees), 
age of the business and industry. In addition to testing the model, the authors also tested for 
differences. Success/failure was used as the independent variable and each of the 15 variables in 
the model were used as the dependent variables (Lussier & Halabi, 2010). 
Chi-square was run for the variables with nominal level measures. The t-test was 
completed to compare mean differences between the successful and failed firms' variables. Of 
the 14 variables tested in the model, no responses were significantly different using t and chi- 
square tests. The logistic regression results testing the full model chi-square was 32.244 with the 
model significance level less than 0.05 0, = .004) (Lussier & Halabi, 2010). The results 
supported the model's ability to predict success and failure. The full variable model can predict 
business success and failure in Chile (South America). Thus, if the small businesses have 
adequate capital, maintain good record keeping and financial control, have prior industry and 
management experience, have specific plans, make use of professional advice, have higher levels 
of education, do a good job of staffing, have good product/semice and economic timing, are 
older, have partners, parents that owned a business, and have marketing skills, they will increase 
their chances of success. The logistic regression results that tested the reduced model (staffing, 
professional advice, education, and planning) -2 log likelihood (LL) was 305.517 and the chi- 
square was 15.518 with the model significance level less than 0.05 (p = .004) (Lussier & Halabi, 
2010). 
Their study used data collected at a single point in time. Thus, a longitudinal study could 
show changes in the variables over a period of time. Other model limitations include subjective 
measures and self-reporting data. Since almost half of the variables are measured subjectively, 
the models do not provide numerical guidelines for all variables distinguishing success fiom 
failure. Consequently, the models are useful in conjunction with existing techniques to improve 
decision-making but not as a sole predictor replacing existing decision-making techniques. The 
cross-cultural study limitations also apply to this research as there are so many differences 
between countries and cultures that cannot be controlled (Lussier & Halabi, 2010). 
Hienerth and Kessler (2006) evaluated the performance and success of small family 
businesses. The problems with measuring success in small businesses were chiefly caused by a 
lack of comparable data due to the ambiguity of "success" and by subjective biases. Success 
evaluation is controlled by the estimates of business owners who tend to miscalculate overall 
success and internal strengths. This ambiguity and lack of comparability gave rise to a deficiency 
of adequate reference values, which itself favored the materialization of biased perceptions of 
success on the entrepreneurs' part. 
The research design for the study of Hienerth and Kessler (2006) consisted of various 
parts: 
First, the authors researched the literature in order to find alternative items pertaining to 
success and success measurement on the basis of the configuration approach. These articles then 
provided elements for the questionnaire surveying the success of small family businesses, which 
formed the basis for the second element of the research design (Hienerth & Kessler, 2006). 
The results from the screening process were later utilized to measure the configurational 
fit. The actual survey was carried out between March and December 2000 and involved 103 
personal interviews with entrepreneurs in eastern Austria. An electronic list containing business 
statistics on the area surveyed was supplied by the Austrian Chamber of Commerce (3,612 
businesses in one region, Ganserndorf, and 1,695 businesses in another region, Bruckneitha). 
Subjects were chosen by simple random sampling and electronic filtering. To demonstrate 
various methods for measuring the success of small businesses and compare their outcomes, 
different success items were integrated into the questionnaire (Hienerth & Kessler, 2006). 
The concepts of multidimensionality and configurational fit were implemented as basic 
aspects of success measurement using the configuration approach. The authors tested the 
hypotheses using f tests on one sample, paired t tests and one-way analysis of variance 
(ANOVA) on another (Hienerth & Kessler, 2006). 
Altogether, their findings confirmed that success measurement on the basis of 
configurational fit is able to overcome some weaknesses of common success measures in small 
family businesses. By breaking down success into dimensions (management, resources, 
environment, and entrepreneur) and various sub items methodically, and using the desired 
configuration as reference value for the actual configuration of all these items, the model placed 
overall success into perspective and in that way removed some of the bias in common success 
measures (Hienerth & Kessler, 2006). 
Although some individual indicators confirm significant biases as were the effects due to 
company age, size, and industry, the aggregated indicator based on the concept of 
configurational fit was an appropriate means of overcoming these drawbacks. The model is at a 
very early stage of development and has been tested only once. Although the authors used a wide 
variety of variables from the literature and expert interviews, it may be significant to change 
those variables and observe their effects on the model. The next step should be to generate 
reference data for diverse industries and types of businesses (size, age, ownership). Then, 
individual success levels could be measured and variance analyses could be performed. 
Levy (2012) utilized a measurement scale of entrepreneurial and innovative success to 
describe the location determinants for innovative and entrepreneurial success in the business 
environment. Principal Components Analysis drawing on the attributes included in Linder (2006) 
and Mankin's (2007) work on innovative success was re-examined to create a stronger index of 
innovative success along with identifying key dimensions related with innovative firms. 
The conceptual foundation for their research is grounded in three theoretical perspectives 
(Population, Resource Based, and Knowledge Based Perspectives). All three theoretical 
foundations were utilized as the basis for an internet based survey to evaluate perceptions of 
senior managers of professional and technology service firms located in South Florida. The study 
identified firms that are start-ups (less than eight years) and established firms (more than eight 
years) using survey research. Out of 2,411 CEOs and executives, seventy-six actually 
participated. The chief goal of the survey was focused on establishing how economies of 
geographic agglomeration (South Florida) contributed to entrepreneurial and innovative success 
(Levy, 2012). 
It was presupposed that firms showing the highest degree of entrepreneurial activity and 
firm success will have the most dependency on the resources and alliances of the local 
innovative milieus. At the descriptive level, the survey fmdings showed a high level of 
significance placed on local alliance building and resource use as a key to success. Firms put 
substantial importance on relationships between their f m s  and universities, research institutions, 
business partners, and professional associations. Respondents considered 69% of their partners 
should be within close proximity to their business, while 5 1% believed that same or similar 
industries should be nearby. Access to friends and family yielded 63%, business partners (69%), 
support services (61.3%), and financial institutions (47.8%) were also deemed vital. The findings 
substantiated that being near to major resources was regarded as a crucial factor in the location 
behavior of firms in the sample. An emphasis on the accessibility to housing (93%) and 
recreation (89%) were imperative to executives. A supportive climate was also identified as 
important to firm location yielding 86.3%. A second factor analysis was also executed to define 
the internal management and innovation dimensions related to firm behavior. The factor analysis 
revealed that elements of innovative culture, effort, productivity, management, and success were 
needed as a combination to attain high sustainability of innovative success. A factor analysis for 
proximity to resources and amenities was also employed in the research to discover components 
linked with the significance of access to capital and financial resources. Multivariate modeling 
using a discriminant analysis proposed a mixture of local resources and alliances dimensions that 
added to strong overall performance for defining determinants for high performing firms (Levy, 
2012). 
The overall findings of the research proposed that the amalgamation of proximity to local 
networks and alliances when combined with an innovative internal management culture are 
solution measures that predict high performing firms. The research has also corroborated the 
essential role the resource based perspective, knowledge based theory, and population based 
theory play in forming the concept of the innovative environment (Levy, 2012). 
Additionally, other opportunities that can be investigated in future research include 
virtual alliance implications and examining local investment strategies. The study is 
representative of a firm's perception of significance to the propinquity of resources and 
amenities only within South Florida. 
Chittithaworn, Islam, Keawchana, and Yusuf (201 1) conducted a quantitative study to 
identify factors that are affecting business success of small and medium enterprises (SMEs) in 
Thailand. The intention of their study was to provide an understanding of how people should 
start their businesses by looking at all the factors affecting business success. This would help to 
reduce the risk of failure and increase chances of success. The literature review was extensive 
and current. The study examined eight factors that influence SMEs business success. These 
factors are: SMEs characteristic, management and know-how, products and services, customer 
and market, the way of doing business and cooperation, resources and finance, strategy, and 
external environment (Chittithaworn et al., 201 1). 
A questionnaire was designed based on the factors chosen to gather the research data. 
From the theoretical framework, hypotheses were derived. Eight hypotheses were developed to 
find out factors that are affecting business success of SMEs in Thailand. A total of 200 sets of 
questionnaires were distributed to selected respondents. 146 questionnaires were received with a 
response rate of 71.5%; however, only 143 questionnaires were used for analysis as three 
questionnaires were rejected due to incomplete information. Reliability analysis was used to 
measure both consistency and internal stability of data. Cronbach's alpha for the independent and 
the dependent variables were above .70. Therefore, data collected for this research was 
considered to be internally stable and consistent. The authors used correlations analysis to find 
out whether entrepreneur characteristics, characteristic of SMEs, management and know-how, 
products and services, the way of doing business and cooperation, resources and finance, 
strategy, external environment, and business success are correlated. The results showed that all 
factors were correlated at the 5% significance level; however, none of the p-values was above 
.70. Multiple regression analysis was used to establish whether the independent variables have 
any significant effect toward business success of SMEs in Thailand (Chittithaworn, Islam, 
Keawchana, & Yusuf, 201 1). 
The findings of the study revealed that SMEs' characteristic, customer and markets, the 
way of doing business and cooperation, resources and finance, and external environment have 
significant positive effect on the business success of SMEs in Thailand. Management know-how, 
product and services, and strategy were found to have no significant effect on the business 
success of SMEs in Thailand (Chittithaworn, Islam, Keawchana, & Yusuf, 201 1). 
The study's findings are socially significant as these findings inform entrepreneurs and 
business owners of the factors that will significantly affect SMEs' success. This study is 
important in understanding business continuity and growth as it helps economy development 
within a country. The results of this study can also be used as reference for anyone who is 
interested in starting their own business as it provides insight into decision making and is a 
useful tool for companies that are interested in sustainability. 
To achieve business success, many factors should be optimal simultaneously since SMEs 
success is a multidimensional phenomenon. Both internal and external factors affect fum 
success. Innovative product, quality, cost, reliability, and services are the key strategic dimension 
in business success. Social network, government support, and legality are key strategic 
dimension in external environment in business success. SMEs' characteristics, customer and 
market, the way of doing business and cooperation, resources and finance, and external 
environment are the most significant determinants of business success of SMEs in Thailand. 
Besser and Miller (201 1) examined the structural and social features identified in prior 
studies as likely correlates of business network success. The authors focused on business 
networks most likely to have a role in non-metropolitan locations, state industrial associations, 
and community-based business associations. 
A sampling frame of 797 industry and community business networks was formed and 
stratified by state, one type (industry vs. community), network age, and for community networks, 
by town population. The selection of the industry network sample was an amalgamation of 
systematic random sampling and purposive sampling to match networks in the same industry in 
different states. Community business networks were randomly selected within town population 
sizes and state stratum. A total of 77 networks were selected for the sample. A systematic 
random sample of members was formed from the member lists of networks. These members 
were interviewed by utilizing a closed-ended questionnaire (Besser & Miller, 201 1). 
The findings from the interviews indicated that trust is crucial to understanding network 
success. Structural features had both positive and negative indirect effects on success through 
trust and these exchanges. Although business networks offered a great way to enhance economic 
vitality of regions and industries, it cannot be considered as a simple remedy. The success of 
business networks was correlated with an assortment of factors of which trust is fundamental. 
Trust had a strong positive direct association and indirect effects through low-risk exchange with 
network success (~es se r  & Miller, 201 1). 
The statistical limitations of this study are its sample size of 29 networks, and the cross- 
sectional nature of the data. In addition, examining network success with a sample of currently 
existing networks is challenging in that networks that failed are not incorporated in the sample. 
Rather than utilize a social constructionist definition of network success among currently 
operating networks, an assessment of a large sample of failed and successful networks would 
have been apposite. 
The findings of their study provide insight into the multifaceted interactions of the factors 
involved in creating and cultivating successful business networks. The study's main finding is 
that successful networks necessitate a blend of structural, social, and strategic elements. 
Ogunrnokun and Tang (2012) addressed whether there were significant differences in the 
extent to which small to medium sized business (SME) organizations in Singapore with a high 
level of performance versus those with a low level of performance executed various activities of 
the strategic marketing planning process. In their study, the marketing plan is a basic tool for 
guiding and organizing the marketing endeavor of a company. The subject of the marketing plan 
consists of the business' present state, purposes, plans, action package, finances, and regulation. 
Respondents in their study were owners/managers of SMEs in Singapore. The samples 
chosen came from the Association of Small and Medium Enterprises Singapore and Kompass. 
These directories hold data such as the total number of employees in the companies, industry 
classification, main contact person with their address and phone number. The primary data for 
this study was acquired by means of a self-administered mailed questionnaire. This study 
followed the recommendation of Walker and Ruekert (1987), and utilized the following 
effectiveness and efficiency measures of performance dimensions. The effectiveness dimension 
is concerned about an organization's success involving its products, services and undertakings in 
relation to its business opponents. It is calculated by items such as comparative sales 
development and market share. The second performance dimension, efficiency, is the result of 
business' platforms in relation to assets utilized in executing them. Shared measures of this 
dimension included cost-effectiveness and return on investment (Ogunmokun & Tang, 2012). 
Consequently, an organization in this study is ranked as operating under a high level by 
surpassing its rivals in terms of profitability, sales growth and volume, and a 20 per cent or more 
market share. Implementing this performance classification standards, 49 enterprises were 
grouped as organizations operating at a high level, and 82 businesses were grouped as low level 
performers (Ogunmokun & Tang, 2012). 
Organizations with a high level of performance were inclined to write down their 
business mission, marketing objectives, products/se~ices, and distribution in contrast to 
organizations with a low level of performance. This study also found that a variety of strategic 
marketing planning process activities was related to the performance of SMEs in Singapore. The 
study also found that firms that carried out strategic marketing planning events were named more 
regularly as organizations with a high level of performance. The information concerning the 
actions performed by participants when executing their strategic marketing plans were 
significantly different among low and high level performers. The results supported the academic 
literature that underscores the constructive result of strategic marketing planning and business 
performance (Ogunmokun & Tang, 2012). 
To improve business performance SMEs should execute numerous strategic marketing 
planning methods discussed in this study. Due to the minute sample size in this investigation and 
a low response percentage, a comparable study on a much greater scale should be undertaken to 
advance and scrutinize the cogency of the study's findings. Future investigation can likewise 
study whether performance level is connected to the style of strategy SMEs pursue. 
Delmar and Wiklund,(2008) conducted an empirical study to observe the contributory 
relationship among growth motivation and firm growth. The authors investigated the extent of 
the motivation of small business managers and growth using longitudinal data and cross-lagged 
regression analyses. They studied the outcomes of past behavior and the stability of motives with 
that of the motivations of small business managers and future outcomes. They hypothesized that 
small business managers' growth motivation had a distinctive effect on business results 
measured as increase in sales and in total number of employees. 
The data was collected fiom dissimilar samples of small companies utilizing phone 
interviews. There were important disparities among samples. The first sample included 
companies that were notably smaller and younger than the other sample. The low correlations 
gave preliminary indication of discriminant validity. In evaluating the results, the authors 
compared standards to earlier experimental studies examining the relationship between growth 
motivation and growth. The relationships among growth motivation and growth seemed to be 
alike in contrast to earlier research (Delmar & Wiklund, 2008). 
The results suggested the influence of growth motivation on growth. It was observed that 
previous growth influenced growth motivation signifying shared associations between growth 
motivation and growth. Motivation has a greater effect on firm growth than previous growth for 
employment growth which supported the hypothesis. These conclusions suggested that growth 
motivation was a significant predictor of growth and a chief variable to incorporate small firm 
growth studies (Delmar & Wiklund, 2008). 
Support for the study's hypotheses was found when investigating employment growth. 
Growth motivation had a distinctive influence on the development of the company. This 
provided verification for the scheme that the impetuses of managers influence significant firm 
results such as growth. Managers diverged in their enthusiasms to develop their companies and 
those enthusiasms influenced growth attained. Growth motivation was partially influenced by 
previous outcomes but remained fairly stable over time. Therefore, growth motives were 
valuable analysts of firm growth when they were constant for a period of time (Delmar & 
Wiklund, 2008). 
It is vital for small businesses that are focused on growth to access necessary resources at 
rational prices. The results of this study might change across samples, culture and economic 
trends. The study relies on the chief executive officer as the only informant. In circumstances 
where there are numerous owner or managers, this could result in measurement error of growth 
motivation. The study measures only growth motivation and growth which implies that the 
effects of other variables cannot be ruled out. 
Kara, Spillan, and DeShields (2005) investigated possible effects of market orientation on 
the performance of small service retailers. The information for this study was gained by 
individual interviews. The market orientation scale by Kohli, Jaworski and Kumar was 
implemented to categorize the proportions of an organization focused on the market. The study's 
results showed a significant correlation between market orientation and the performance of small 
service retailers. 
The premise of Kara, Spillan, and DeShields' (2005) empirical study was based on 
established marketing knowledge that a market orientation gave a business an advanced 
knowledge base of its clients, competitors and business environment, which as a result led to 
superior firm performance. The authors tested the association among three magnitudes of market 
orientation, that is, the link of market orientation, intelligence generation, intelligence 
dissemination, and responsiveness (Kara, Spillan, & DeShields, 2005). 
The study's respondents were gleaned from both small and medium size (SMEs) business 
owners and managers in the U.S. The data were gathered through individual interviews. Kohli, 
Jaworski, and Kumar's (1993) market orientation scale was implemented to categorize the 
proportions of a market-oriented company. The results gave support that performance in small 
service retailers was positively connected to market orientation (Kara, Spillan, & DeShields, 
2005). 
The results of the analyses indicated a noteworthy association between market orientation 
and small-sized service retailer performance. The empirical evidence showed the universal 
applicability of the MARKOR scale in diverse settings. The analyses performed in this study 
showed that intelligence generation, intelligence dissemination and responsiveness influenced 
the market orientation of small service retailers. This influences the organization's performance 
assessed by several economic variables (Kara, Spillan, & DeShields, 2005). 
These factors - intelligence generation, intelligence dissemination, and responsiveness - 
are acute to the success of small service retailers. Their occurrence in these establishments 
encourages small service retail managers to assess their distribution systems to determine if 
services offered are in fact valuable to clients. If administrators discover complications that are 
deterring the correct provision of services, counteractive action can be introduced to resolve the 
problem. Responsiveness and information dissemination are correlated to an efficacious 
marketing platform. If a small service retailer could validate these actions into a marketing 
orientation program, the prospects for improved service provision to clients may be augmented. 
This study offers empirical evidence to propose that improved performance will be accomplished 
by the firm that is focused on its market (Kara, Spillan, & DeShields, 2005). 
The external validity in this study is weak. The small sample made it impracticable to 
customize gauges for the study. Accordingly, the model in this study may only be valid for this 
sample, and the findings can only be generalized with this in cognizance. 
Verreynne and Meyer (2010) proposed that individual small firms use dissimilar 
approaches to make strategy. Three processes pertinent to small firms were identified: simplistic, 
participative and adaptive. Adaptive strategy making was defined as an active obligation of 
external stakeholders in decisions regarding the direction and strategies of the firm, and adapting 
the strategic direction of the firm by using market response. Participative strategy making was 
defined as one in which strategies and the strategic direction of the firm is the result of the 
inclusion of a variety of internal stakeholder views in the strategy making process. Simplistic 
strategy making was defined in this study as a process that is driven by top management, yet 
simplistic in that it is preoccupied with the strategies of past success and focused on internal 
facets only. 
The article scrutinized how these processes were related to performance, depending on 
industry life cycle stage. It was disputed that during the early stages of a new industry, existence 
firms will have to act entrepreneurially to develop products or services which led to the 
formation of the industry, thereby greatly involving a select number of stakeholders in strategy 
making. During later stages, firms are inclined to follow those approaches that were valuable in 
the past, simplifying them to be more efficient. In the early stages of the industry life cycle, small 
firms will gain from participative and adaptive approaches, while firms in the later stages will 
benefit from simplistic approaches (Verreynne & Meyer, 2010). 
The measurement instrument utilized for this article contained 45 firm behavioral items 
and questions regarding organizational characteristics. The measurement instrument was tested 
for reliability and validity and then mailed to 2,000 New Zealand small firms. The firms were 
randomly selected from the Kompass database, excluding farming operations, foreign owned 
firms and firms with more than 100 employees. The questionnaire was mailed to the 
ownerlmanager. The dependent variable, firm performance, was measured by using the financial 
performance scale developed by Covin and Slevin (1989), and Gupta and Govindarajan (1984). 
The reliability of this measure was checked using Cronbach's alpha (a = 0.902) and the 
correlation (r = 0.702) with a scale constructed using items that compared perceptions of firm 
performance with that of competitors on the same ten performance measures (Verreynne & 
Meyer, 2010). 
All three strategy making scales had a major positive correlation with performance. The 
results showed that simplistic strategy making supported participative and adaptive strategy 
making processes without having a direct impact on performance. There were major direct links 
between adaptive strategy making and firm performance, and between participative strategy 
making and firm performance. The model proposed that firm performance will improve when 
there is adaptive strategy making or when there is participative strategy making, with adaptive 
strategy making slightly more important than participative strategy making. These results 
suggested that the industry life cycle effect is not due to age, size, management experience 
differences or the industry sector. Instead, it appeared to be a valid industry life cycle effect 
(Verreynne & Meyer, 2010). 
Three major findings materialized from the literature survey and ensuing empirical study. 
First, the model showed that adaptive strategy making and participative strategy making were 
directly correlated to small firm performance. This result proposed that strategy making in 
successful firms is the consequence of small firms exploring their environment and engaging 
internal and external stakeholders to ensure complete information about opportunities and 
threats, as well as strengths and weaknesses. The results suggested that strategy making that is 
found in the simplistic mode of strategy making facilitated the use of adaptive and participative 
strategy making practices in the case of small firms. It seems that in mature industries, adaptive 
strategy making was more vital than participative strategy making. The interaction between 
adaptive and participative strategy making differed according to the life cycle stage. Simplistic 
strategy making was only significant for f m s  in growth industries and only when used in 
combination with adaptive or participative strategy making. Strategy making was a superior 
predictor of performance in the case of mature stage industries (? = 22%) than in the case of 
growth stage industries (? = 7%) (Verreynne & Meyer, 2010). 
Empirical analysis specifies that all three approaches are related to small firm 
performance, but that the significance and impact of these relationships will transform according 
to the industry life cycle stage. Small firms in mature industries are most expected to benefit 
from using adaptive strategy making processes. A limitation of this study is that it includes the 
use of single respondents and firms from only one country. Hence, the results may not be 
generalizable to other populations. 
Based on Organizational Life Cycle theory and Interactional Personality theory, this 
longitudinal study by Korunka, Kessler, Frank, and Lueger (2010) analyzed predictors of venture 
survival. Although new venture success has often been examined in entrepreneurship, economics 
and psychology, the studies published to date vary extensively in their theoretical basis, study 
design and research methodology. 
The hypotheses examined by the authors consisted of investigating personal 
characteristics of the founder at the time of foundation to predict medium and long-term business 
survival; environmental factors at the time of foundation to predict medium and long-term 
business survival; interactions (contingencies) between the personal characteristics of the 
founder and environmental factors at the time of foundation to predict medium-term business 
survival; and interactions (contingencies) between the personal characteristics of the founder, 
resources and environmental factors at the time of foundation to predict long-term business 
survival (Korunka, Kessler, Frank, & Lueger, 2010). 
A longitudinal study design was crucial to test the hypotheses. In order to accomplish the 
objective of predicting business survival at a very early stage, the authors required predictors 
which had proven vital in prior longitudinal studies focusing on personal characteristics, 
resources and environmental predictors, and their impact on business survival. A review of the 
literature corroborated that resources such as human capital, social capital, financial capital, and 
at least some characteristics of the entrepreneur (age, gender and specific personality factors) 
were significant to the survival of a business. Most of these predictors seemed to be germane to 
both business survival and business growth (Korunka, Kessler, Frank, & Lueger, 2010). 
Of 354 small business owners observed over 8 years, 283 (79.9%) still had active 
businesses at the conclusion of the observation period. A survey instrument was developed to 
gauge the relevant characteristics of the entrepreneurs, their resources, and the environment. 
Logistic regression models were implemented to predict both medium and long term business 
survival. Startup decisions (line of business, type, and size of planned business) were used as 
control variables. Much of the variance is explained by the research model (Nagelkerkes R2 = .36 
for survival at 4 years, and .33 for survival at 8 years) (Korunka, Kessler, Frank, & Lueger, 
2010). 
Based on the existing indicators (line of business, startup sizelfinancial capital, gender, 
and age of the small business ownerlmanager), the sample was representative of Austrian small 
businesses. A comparison of the indicators of representativeness for the original sample (n = 
627), the sample with addresses (n = 547, and the longitudinal samples (n = 370 for tl; n = 354 
for t2) did not reveal any systematic differences. For the resourceslenvironment variables, the 
BIC of model 1 is 283.4 as compared to 255.2 for model 3 (Korunka, Kessler, Frank, & Lueger, 
2010). 
This study focused on the contingency effects of the predictor dimensions (personal 
characteristics and environment/resources). The results partially established these expectations, 
although personal characteristics did not significantly predict long-term business survival. On the 
other hand, the resources/environment dimension was not only significant in elucidating long- 
term and medium-term survival. In general, business survival was partially explained by the 
characteristics of the venture and interactions between the founder's characteristics, business 
resources and the environment (Korunka, Kessler, Frank, & Lueger, 2010). 
Although long-term business survival is visualized by individual variables of startup size 
and social capital (networks), a larger part of the variance is explained by environment 
interactions. The internal validity is strong as regards to key variables (line of business, business 
size, age, and gender of the business ownerlmanager), and the sample is representative of new 
ventures in Austria. 
Sels, Winne, Delmotte, Maes, Faems, and Forrier (2006) developed and tested a 
conceptual framework linking HRM to financial performance that suits small businesses. The 
fundamental question under research was whether the development of an intensive HRM is 
lucrative for smaller organizations. For the expansion and optimization of the conceptual 
framework, the authors relied on Human Capital theory and Bankruptcy Prediction models. The 
conceptual framework was built on the suppositions of human capital theory. The basic premise 
of human capital theory by Becker (1964) implied that the productive capability of employees 
can be improved by investing in their knowledge, skills and abilities (KSAs) (as cited in Sels et 
al., 2006). 
The three hypotheses examined by Sels, Winne, Delmotte, Maes, Faems, and Forrier 
(2006) were that HRM intensity had a direct positive effect on productivity; HRM intensity had 
an indirect positive effect on productivity by exploring the voluntary employee turnover rate; and 
that HRM intensity had a positive total effect on profitability, liquidity, and solvency. These 
effects were mediated by voluntary turnover, productivity, and the share of personnel costs (Sels, 
Winne, Delmotte, Maes, Faems, & Forrier, 2006). 
The data was collected via survey of organizations with 10 to 100 employees in Belgium. 
Companies were selected from the Belfust data file. This file included information from certified 
financial statements. An economy wide and disproportionally stratified random sample was 
chosen, with age and size as stratification variables. In this survey, the business manager was the 
focal point of analysis. Using structural equation modeling, the mediating result of voluntary 
turnover and productivity on the relationship between HRM intensity and one year lagged 
financial performance was studied. The results confirmed both productivity and profitability 
enhancing effects and cost increasing impact of HRM intensity. A general justification was that 
the introduction of certain HR practices achieved an improved fit between the individual and the 
job and between the individual and the organization. The results showed a negative effect of 
HRM intensity on voluntary turnover. The authors also noticed a negative effect of voluntary 
turnover on productivity. Investments in HRM affect financial health since (1) HRM intensity 
stimulates productivity, (2) increased productivity were the share of personnel costs/value added 
and (3) this decrease in personnel costs/value added boosts profitability, solvency, and liquidity 
(Sels, Winne, Delmotte, Maes, Faems, & Forrier, 2006). 
There are a number of limitations in their study. Most noteworthy is that the authors only 
studied Belgian small businesses and are unable to affirm the extent to which these results can be 
generalized to small companies in other countries. The authors do not know whether some 
individual practices have stronger effects than others, how each of the individual practices affects 
performance and whether complementarities or synergistic interdependent relationships among 
such practices can enhance organizational performance. The possibility subsists that the direction 
of the causality may vary depending on the human resource practice and the performance 
standard under consideration. 
Miller and Besser (2005) explored the advantages of networking for emerging and 
current small businesses. These benefits were usually regarded as vital to the performance of an 
enterprise by numerous authors. Strategic networking occurs when members of businesses 
identify the advantages in collaboration than opposition as separate businesses. This variation 
from competition to collaboration has been posited as a standard plan for profit-maximization. 
As such, for this study, the authors examined internal environmental aspects, for example, 
employee education and evaluation, and external environmental aspects, for example, clients and 
the community where the company does business. The idea of this investigation was to validate a 
basic proposal of strategic network theory and its relevance to small businesses in the United 
States. A strategic network outlook instituted the theoretical basis for discovering features of 
business management in small companies mainly functioning in small communities throughout 
the United States (Miller & Besser, 2005). 
The first hypothesis developed tested the influence of business network membership on 
acuities linked to business effectiveness and planning associated to the internal and external 
environment. It was proposed that networked associates consigned superior importance on facets 
of their internal and external environment than non-networked small companies. In addition, it 
was proposed that networked members evaluated their businesses' operation higher than non- 
networked businesses and as such, these chosen internal and external efforts to form the business 
environment will have a better influence on the performance of networked businesses. It was 
also hypothesized that network membership and approaches focused on personnel, clients, and 
the community will have direct consequence on the business ownertmanager acuities of business 
performance variables that are fulfillment with work, attainment of business objectives, general 
success, and sales (Miller & Besser, 2005). 
Business strategies evaluated involved importance placed on personnel, clients, and 
community, and the result of these variables in describing essentials of the performance of a 
business. The sample comprised of companies from the Northeast, Midwest, South, and West. 
Data was collected in a two phase process. There was a phone interview survey that was ensued 
by a questionnaire sent to these same participants. Business owners' appraisal of their policies 
for working with the internal and external environments was evaluated by 14 questions. 
Importance on clients was assessed by use of Likert-type questions. These Likert-like questions 
were implemented to evaluate the small business 'emphasis on the community. Factor-analytic 
procedure was employed to check the consistency of multi-item scales devised to evaluate 
constructs concerning personnel, clients, and the community (Miller & Besser, 2005). 
Networking businesses placed more importance on policies involving personnel, clients, 
and community than did non-networking businesses. The conclusive results implied that network 
membership had a direct outcome on business policies, and that these policies held 
fluctuating direct influences on views of the performance of the business. The findings provide 
preliminary verification for strategic network theory and useful data for small business owners 
contemplating network membership (Miller & Besser, 2005). 
There were weaknesses in both internal and external validity. An area that deserves future 
study tackles the characteristic of the size of the business and ability to network. The study's 
participants were small business ownerlmanagers but there were variances in features of the 
networked versus the non-networked enterprises. An area of trepidation includes the explicatory 
influence of the network and strategy variables for the performance variables. Though 
preliminary consideration was attained concerning the connection between strategies and 
performance perceptions, the direct correlation of networking to performance was not plainly 
shown. Findings produced from this minute sample size using adapted scales should be 
investigated more by way of study replication with added business categories and scopes, 
community sizes and locations, and customer data. Other scales gauging market positioning 
could also produce an improved interpretation. 
Runyan, Droge, and Swinney (2008) examined the constructs of entrepreneurial 
orientation (EO) versus small business orientation (SBO), their effect on small business 
performance, and whether these effects were moderated by longevity. Hypotheses were 
generated to test these relationships. They addressed the disparities in the investigation regarding 
measurement and structural paths. Both EO and SBO were hypothesized as strategic means in 
their research. 
A sample of 267 small business owners was implemented in a structural equation 
modeling testing of the measurement, structural and moderation hypotheses. There were over a 
thousand surveys that were distributed. Model fit was assessed using several methods. Several 
other statistics were used to assess fit. These included root mean square error of approximation 
(RMSEA), comparative fit index (CFI), and adjusted goodness of fit (AGFI) (Runyan, Droge, & 
Swinney, 2008). 
Results of the CFA were X2 = 41.10, df = 22, p = .008; RMSEA = 0.057; AGFI = 0.93; 
CFI = 0.98. All parameter estimates were significant at the p < .05 level, indicating convergent 
validity (Runyan, Droge, & Swinney, 2008). The composite reliability for EO was 0.75. The 
composite reliability for SBO was 0.61. EO and SBO were only moderately correlated (R2 = 
0.24) demonstrating discriminant validity (Runyan, Droge, & Swinney, 2008). 
The measurement confirmatory factor analyses models of the two constructs showed that 
EO and SBO are distinct constructs. Subsequently, a structural model predicting performance 
was tested. Finally, a two-group model confirmed that the structural paths relating EO and SBO 
to performance are not identical in these groups. EO significantly predicted performance for the 
younger group while for the mature group, only SBO considerably predicted performance 
(Runyan, Droge, & Swinney, 2008). 
The internal validity of this study was strong. On the other hand, their study's inquiry 
was restricted to small companies in downtown business districts. Business characteristics may 
vary among downtown companies and companies situated outside of the downtown area. As a 
consequence, it is likely that the results on SBO and EO cannot be generalizeable to every small 
business. 
Tinsley and Lynch (2008) explored small business relationships within a rural setting. 
They studied small business networks and their involvement in destination growth. The authors 
endeavored to discern which networks were utilized within a locality, why, and how they may 
play a part in the building of a destination. This study is part of a wider research that explored the 
nature of networking as a cultural phenomenon; to assess effects of network use in a chosen 
locality; and to establish how it contributes to the overall destination. Their paper considered 
social relations within a rural village on the Coast of Scotland. 
An ethnic understanding of relations was undertaken via a qualitative research design. 
Recognizing the deficiency of small firm research, an inductive approach was used to research 
the small business networks and destination development. With this emphasis, the method most 
appropriate was an in-depth interview technique (Tinsley & Lynch, 2008). 
Findings emphasized the theory of differentiation at individual, community, and 
destinations levels. As a social entity, the local community differentiated itself through 
endogenous and exogenous groups of people. According to the authors, a business owner's status 
has an effect on visitor recommendations. A social network that is too strong and applied at the 
business community level could result in failure to react flexibly to change. This principle was 
conversed as a way for preserving congruence in the business and community (Tinsley & Lynch, 
2008). The utilization of an interpretative anthropology approach resulted in a vital conceptual 
framework, which provided a culturally rich understanding of networks and their involvement in 
destination development (Tinsley & Lynch, 2008). 
Further research is needed on the key conclusions mentioned above, developing the 
principles further and assessing their transferability to other locations. 
Jasra, Khan, Hunjra, Rehman, and Azam (201 1) examined the factors that exclusively 
contributed to the success of small and medium enterprises (SME). Their study examined the 
function of key factors in the success of SMEs in Pakistan. The study investigated the 
relationship between SMEs success and its determinants. These determinants were financial 
resources, marketing strategy, technological resources, government support, and entrepreneurial 
skill. The target population of the study was SMEs operating in diverse lines of business from 
service to manufacturing. 
The total sample size of this study was 520 SMEs. The responses of the subjects were 
collected by means of questionnaires. A total of 800 questionnaires were disseminated among the 
SMEs operating in Islamabad, Rawalpindi and Lahore. A convenient sampling technique was 
used. A five point Likert scale was used to measure the responses. 545 respondents completed 
the questionnaires. Data was collected from both males and females from various industries 
(Jasra, Khan, Hunjra, Rehman, & Azam, 201 1). 
SPSS software was used for analysis. The regression technique was utilized to measure 
the association between business success and its determinants. The value of? =0.45, F-value 
=76.732 and p-value 0.000 showed that the model was significant, and the independent variables 
had a significant impact on the dependent variables (Jasra, Khan, Hunjra, Rehman, & Azam, 
201 1). 
Jasra, Khan, Hunjra, Rehman, and Azam (201 1) concluded that there are major 
relationships between business success and its determinants. The result confirmed that financial 
resources are the most significant factor in the success of a business as perceived by SMEs. P- 
value of financial resources was 0.000, marketing strategy was 0.002, technological resources 
was 0.000, information access was 0.029, government support was 0.001, business plan was 
0.004 and entrepreneur skill was 0.000 that confirmed the significant impact on business success 
(Jasra, Khan, Hunjra, Rehman, & Azam, 201 1). The study concluded that financial resources, 
technological resources, government support, marketing strategies, and entrepreneurial skills had 
positive and major impact on business success. 
The external validity was weakened as the survey in Pakistan was conducted in selected 
regions; therefore, it may not reflect the views and practices of SMEs in other regions of 
Pakistan or other locations. 
Rasheed (2009) used a geographically diverse sample of 240 small enterprises engaged in 
internet-based consumer marketing to investigate performance differences between business 
models. The author focused on firms that utilized the Internet solely for a new venture entry into 
consumer marketing (B2C), either exclusively (pure play) or firms that used the internet as part 
of the diversification of their B2C channel distribution system (brick and click). The hypotheses 
explored were that: small brick and click enterprises will experience performance advantages 
over small enterprise pure plays; promotional expenditures to construct brand equity will 
moderate the effects of performance advantages of small brick and click enterprises relative to 
small pure play enterprises; and channel structure will moderate the performance advantages of 
small brick and click enterprises over small pure play enterprises (Rasheed, 2009). 
A survey of firms doing business on the internet was performed using a key informant 
technique from the chief information officer or the manager of information technology by a 
principal internet research firm. Specifically, a population was taken from a global directory of 
550,000 publicly listed URLs. Once duplicated entries were eradicated from the database, an nth 
name random sample was drawn from the English language directory systems which accounted 
for 80 percent of URLs. An e-mail invitation was sent to 4,604 businesses. Of the total firms in 
the database, the sample was further divided to comprise only firms doing B2C marketing, 
resulting in a sample size of 240. The multi-part, web-based survey requested key informant 
opinions on levels of electronic commerce execution, performance variables, and resource 
variables. Descriptive statistics and a correlation analysis were performed. To test the 
hypotheses, regression analysis was used to establish whether promotion expenditures, product 
depth, and channel structure variables predicted performance (Rasheed, 2009). 
There was partial support for Hypothesis 1 which suggested a difference in performance 
between business models signifying international revenue growth was considerably higher for 
brick and click firms (p < 0.05). However, there was no major difference between business 
models for profit expectation or revenue growth (Rasheed, 2009). 
Results suggested that brick and clicks benefitted from performance advantages over pure 
plays in international revenue growth. Higher internet promotional expenditures positively 
affected revenue growth. Firms that utilized the internet for sales transactions experienced 
negative profit expectations and revenue growth. Firms that utilized the internet for product 
distribution experienced major international sales growth. Product depth influenced profit 
expectations and domestic revenue growth (Rasheed, 2009). 
This result offers a foundation for building theory relative to performance implications of 
internet-based commerce for small enterprises. External validity was weak. The study needed 
more quantifiable financial and market performance data customary in business research such as 
return on investments and market share. 
Mengistae (2006) empirically investigated the role of industry competition and 
entrepreneurial human capital in small business survival and growth in a low income economy. 
Data was obtained from a two-wave repeat sample survey of formal manufacturing businesses in 
Ethiopia in the mid-1990s. This study offered an integrated analysis of small business growth 
and survival in the context of a low income economy. The data on the 190 private sector small 
businesses of the 1993 sample was analyzed. The 190 businesses were taken principally from 
light consumer goods industries; namely, food and beverages (1 I%), textiles (14%), garments 
and footwear (24%), and furniture (22%), and the remainder came from other light consumer 
goods industries. 
The survey entailed a 1995 revisit of a sample that was first surveyed in 1993. The most 
distinguishing finding of the literature on small business dynamics in low income economies was 
that a venture was less likely to survive and grew slower in a highly competitive industry in 
which it operated. The authors also found that entrepreneurial human capital was an important 
determinant of small business growth and survival. Both the probability of survival and the 
expected growth rate provisional on survival also increased with the number of years of business 
experience of the business owner. Factors affecting the probability of survival also influenced the 
growth rate of survivors was consistent with the finding that unobservable influences on business 
hazard were negatively correlated with unobservable influences on growth (Mengistae, 2006). 
The effect of competition and entrepreneurial human capital on the expansion of 
survivors would be biased for the effect of the same variables on the expected growth rate of a 
startup. The observations came from a few light consumer manufacturing industries in which 
business life cycle patterns may not be the same as those found in other industries. The authors 
observed each business only at two points in time, and so they might not have sufficiently 
controlled for unobserved heterogeneity that could bias the estimates. 
Baker and Sinkula (2009) studied market orientation (MO) and entrepreneurial 
orientation (EO) as it relates to business success. These are correlated but distinct constructs. MO 
reflects the degree to which firms' strategic market planning is motivated by customer and 
competitor intelligence. Entrepreneurial orientation reflects the degree to which firms' growth 
objectives are motivated by the classification and utilization of unused market opportunities. 
Their paper tested three portrayals of the relationship between MO, EO, innovation, 
success and profitability. After a succinct review of MO and EO, and the explication of the 
study's hypotheses, a survey of small businesses utilizing established measures of the models' 
construct tested three models. Structural equation modeling was utilized to test the fit of each 
model and the specific relationships within each model (Baker &- Sinkula, 2009). 
The hypotheses formulated were: firms' innovation success is directly and positively 
related to profitability; MO is directly and positively related to innovation success; EO is directly 
and positively related to innovation success; MO is directly and positively related to profitability; 
and EO is not directly related to profitability (Baker & Sinkula, 2009). 
Data was collected from a commercially acquired random sample of 800 for profit 
businesses in San Diego, CA. As an enticement to participate, respondents were guaranteed a 
report that would evaluate their performance relative to San Diego norms. The questionnaire was 
mailed to firms with a minimum of three million and a maximum of 100 million dollars in sales. 
A request to participate in the project was mailed to the owner of the firm. Established scales 
were utilized to measure each of the constructs. Each construct's measures were summed and 
divided by the total number of measures in its scale to produce operationalizations (Baker & 
Sinkula, 2009). 
Structural equation modeling was employed to test the hypotheses. H1 predicted a 
significant positive relationship between innovation success and profitability. This hypothesis 
was supported. H2 predicted a significant positive MO innovation success relationship. This 
hypothesis was not supported. H3 predicted a direct positive EO innovation success relationship. 
This hypothesis was supported. H4 predicted a significant positive relationship between MO and 
profitability. It was supported. H5 predicted no relationship between EO and profitability. H5 
was supported (Baker & Sinkula, 2009). 
Although there was no direct EO profitability relationship (H5), there was a direct 
innovation success profitability relationship (HI). Support for HI, H3, and H5 indicated that 
innovation success may mediate the effect of EO on profitability. To verify this potential, a 
series of models were completed to specifically explore the inter-relationship among EO, 
innovation success and profitability (Baker & Sinkula, 2009). 
As predicted, both EO and MO appeared to influence profitability. The standard 
regression coefficients implied that MO's effect on profitability was to some extent stronger than 
the indirect effect of EO on profitability (Baker & Sinkula, 2009). 
The conclusions suggested that in smaller f rms, both EO and MO contributed to a 
company's profitability. The MO profitability relationship was direct. The EO profitability 
relationship was indirect (Baker & Sinkula, 2009). 
An EO not grounded in a strong MO may lead to innovations without the customer 
appeal or relevance to augment a firm's profitability. On the other hand, a strong MO without a 
strong EO may aid a focus on customer satisfaction but not necessarily the capability to 
aggressively pursue new market opportunities. Such practices may create complications for small 
companies to form a market presence, and at the same time may render them susceptible to 
aggressive small firm competitors harnessing ground-breaking approaches. 
Their study has several limitations. The sample was limited to firms located in one 
metropolitan area. The sample size was small as only 88 firms adequately completed the survey 
instrument. The study evaluated organizational performance through subjective measures. The 
authors did note that the mean values for the key constructs were above the scale midpoints. 
Though there is a strong variance on these constructs, the high mean values could reflect an 
upward bias regarding the respondents' self-assessment of their MO, EO, innovation success, 
and profitability. 
Chawla, Khanna, and Chen (2010) explored critical success factors in small businesses in 
China, and contrasted them to past studies in the United States and Mexico. The information 
from China was further examined for changes in critical success factors through a firm's life 
cycle. A descriptive research design based on the format by Pullig and Chawla (1997b) was 
utilized. The data jn this study was collected through personal interviews conducted with active 
small business owners in China. The selected businesses were chosen from a list provided by the 
local equivalent of a US Chamber of Commerce. The survey instrument used in the Hangzhou 
personal interviews employed items that have been previously used in a U.S. and a subsequent 
Mexico survey by Chawla et al. (1997a, b, 2007). These items were translated into Mandarin to 
build the instrument. Additional items recommended by a panel of experts, convened at Zhejiang 
University by Dr. Chen, were included after translation to capture and control for cultural 
subtleties and then reverse translated separately (Chawla, Khanna, & Chen, 2010). 
When Cronbach alpha analysis was applied to the items grouped into factors suggested in 
a prior study (Chawla et al, 1997b), only two of the six factors had Cronbach's coefficient alpha 
values of over .60. These factors were marketing with a Cronbach's alpha of .81 and competitive 
forces (task) with a Cronbach's alpha of .66 (Chawla, Khanna, & Chen, 2010). 
Results indicated a lack of generalizability of the U.S. study factor structure. Factor 
analysis was used in an exploratory manner to examine the interrelations among the 4lcritical 
success factor items from the survey. Since the factor analysis results were used in ensuing 
testing, the authors formed a composite value by calculating the mean of the items loading on 
each respective factor and executed a reliability analysis of the items representing each factor as 
suggested by Churchill (1979) (as cited in Chawla, Khanna, & Chen, 2010). 
An assessment of the results from the analysis of variance confirmed a lack of support for 
the proposition that critical success factors were perceived as more or less important depending 
upon a Chinese small firm's position in its life cycle. The findings specified that the small firm 
owner in China is a key contributor among a multifaceted set of interrelated success factors 
including marketing concerns, location, competitive forces, industry issues and trends, 
availability of capital, as well as the motivation and capability of the owners themselves. The 
lack of a life cycle effect on the significance of the critical success factors to the small firm 
owner showed that these factors may operate continuously throughout the life cycle (Chawla, 
Khanna, & Chen, 201 0). 
A significant difference between the critical success factor structures as perceived by the 
entrepreneurs of China and the U.S. involved the availability and affordability of capital. Critical 
success factors found in common with Mexican small businesses were marketing effort and 
competitive forces. The difference among these countries in critical success factors was meeting 
financial needs and location of the small firm (Chawla, Khanna, & Chen, 2010). 
Understanding that there are major differences between critical success factors as 
perceived by entrepreneurs of dissimilar environments is important to anyone dealing with small 
f m s  in an international setting. This study had both strong internal and external validity. 
Forster (2010) investigated the secrets of business success and company longevity 
identified by several management consultants, academics, and business practitioners. The author 
assessed the claims made in the "secrets of success" (SOS) literature. 28 studies in this genre 
were identified and reviewed during the period 2008-2009. It became evident that during the 
textual review that 24 SOS studies shared eight methodological and analytical shortcomings. 
The author presented eight reasons why the entire SOS literature is problematic, and the 
precise methodological and analytical flaws of each study. Six of these reasons were that these 
studies focused on large publicly listed companies chiefly from the U.S.; they lacked 
independent verification of claims made; after-the-event analyses were based on cross-sectional 
research data; questionable presentation of causal "correlations" derived from data; and 
conflicting and incommensurable results were presented in these studies. The seventh reason was 
these studies had a narrow focus on endogenous organizational factors in business. The eighth 
reason was the ineffectuality of companies in the present endeavoring to imitate what companies 
may have done in the past in order to attain success today (Forster, 2010). Several of the claims 
made about "the secrets" of business success may have not stood the test of time. 
Forsyth (2005) applied non-parametric duration analysis to approximate small-firm 
survival rates in 27 rural counties in Washington. The analysis was based on a cohort sample of 
firms that were established in 1992. Using Washington State Department of Revenue and 
Employment Security Department data, this study examined the nine-year time path of rural fm 
survival and hazard rates. The focus of the analysis was (1) the general time path of survival 
rates up to the year 2000; (2) the dissimilarities in survival rates between employer and non- 
employer firms; and (3) the dissimilarities in survival rates between business sectors. Survival 
rates were estimated by using standard non-parametric duration analysis. The line of business 
was measured by a Department of Revenue @OR) four-digit Standard Industry Classification 
(SIC) code assigned in 1992. The Employment Security Department (ESD) data were utilized to 
differentiate employer f m s  from non-employer firms. Over 60 percent of the f m s  were in the 
retail and service sectors and 19 percent reported at least one employee at the start of operations 
in 1992. The large proportion of sampled firms without employees (81 percent) revealed the fact 
that the majority of firms in the U.S. were not employers. 
Non-parametric duration analysis was utilized. The results of these estimations were 
contrasted with prior duration studies and then used to test if the survival function was alike 
across employment categories. The methods used were the log-rank and Wilcoxon chi-square 
tests (Forsyth, 2005). 
These results indicated that rural firm survival rates were not unlike those found in 
duration studies that made no distinction between rural and urban f m s .  However, those that 
started as employer firms had significantly higher survival rates than those that started as non- 
employers. Data once again confirmed that wholesale/retail and production-based firms have the 
lowest survival rates. In the case of employer firms, the survival rates of production-based firms 
were more aligned with natural resource and service-based firms, with wholesale/retail firms 
having lower survival rates (Forsyth, 2005). 
The findings of his study highlighted rural firm survival over a one to two-year period. 
The findings were (1) generally rural firms did not have unusually high termination probabilities 
but firms that start out as employers have a survival advantage over those that do not; and (2) a 
rural firm's sector would drastically influence its probability of survival (Forsyth, 2005). 
The database utilized by Forsyth (2005) does not contain important non-spatial measures 
such as human capital characteristics, the milieu of a firm's termination, and legal business forms 
(i.e., sole proprietorship, partnership, or limited liability, etc). 
Mathew (2009) discovered vital issues of sustainable strategy espoused by various 
profitable, well-known, and established firms with reputations for being values-driven and 
maintaining sustainability. 
Mathew (2009) utilized the definition of sustainable entrepreneurship as designated by 
the World Business Council for Sustainable Development (n.d.). Sustainable entrepreneurship is 
the ongoing commitment by businesses to perform ethically and contribute to economic 
development while improving the quality of life of the workforce, their families, the local, global 
community, and future generations. Sustainable entrepreneurship was also explained as the 
unremitting amalgamation of environmental concerns into business practices seeking revenue 
and business optimization with respect to giving the greatest benefits to society. 
In the Operation Model of Sustainable Entrepreneurship, the sustainable entrepreneur 
looks forward to develop and contribute to the need and preference of the individual, society, and 
future generation with the expectation of achieving goals, objectives, and fulfillment of the needs 
of the organization. Sustainable entrepreneurs have the prevailing factors that are found in 
different individuals (Mathew, 2009). 
The case studies explored in his study were of enterprises doing their business in the 
Sultanate of Oman that gave the idea of the application of sustainability and related it with 
business to generate a positive effect with stakeholders developing entrepreneurial 
characteristics. The case study of ASB Company highlighted the application of sustainability 
with entrepreneurial characteristic at the operational level to develop and attain business strategy 
(Mathew, 2009). 
Rauch, Wiklund, Lumpkin, and Frese (2009) explored the concept of entrepreneurial 
orientation (EO) in a meta-analysis. EO describes strategy-making procedures that afford 
establishments with a foundation for business choices and activities. So, EO may be regarded as 
the business strategy-making procedures that chief decision makers practice to endorse their 
firms' managerial purpose, maintain its vision, and generate competitive advantage(s). Scopes of 
EO that have been identified and utilized consistently in the literature are: innovativeness, risk 
taking, proactiveness, aggressiveness, and autonomy. 
Extending beyond qualitative assessment, the authors explored the magnitude of the EO- 
performance relationship and assessed potential moderators affecting this relationship. The 
authors calculated the sample size with relationships between EO and performance for each 
study. In studies where a number of performance measures were comprised, the authors 
calculated a single average result across these performance measures. The correlation between 
EO and performance was .242. The correlation was .I95 for the innovativeness dimension and 
.I39 for risk taking. The z-statistic showed that changes were too insignificant to be statistically 
significant (Rauch, Wiklund, Lumpkin, & Frese, 2009). 
EO influences outcomes that are pertinent to a wide set of management scholars and to 
managers. The findings supported the idea that EO dimensions (innovation, risk taking, and 
proactiveness) are of equal importance in clarifying business performance. The relationship was 
stronger in micro businesses than in smaller businesses. There were no variances between micro 
and large businesses. There were no variances between small and large businesses. Analyses 
showed that the association of EO with performance is relatively large and that this relationship 
is strong in diverse operationalizations of important constructs and ethnic settings. The results 
showed that EO has similar relationships with apparent financial and nonfinancial gauges of 
performance, and archival performance. Internal and environmental moderators were identified 
(Rauch, Wiklund, Lumpkin, & Frese, 2009). 
A limitation for this meta-analysis by Rauch, Wiklund, Lumpkin, and Frese (2009), 
included the fact that all the studies on EO applied only to existing companies. None of the 
studies observed survivor bias. It is probable that risk taking inferred by EO could also lead to an 
increased likelihood of failure. Another observation was that the fundamental direction between 
EO and performance has not been tackled. As mentioned by the authors, many of the studies 
examined did not account rudimentary descriptive statistics, making meta-analysis complicated. 
Njanja, Pelissier, and Ogutu (2010) examined the management factors influencing 
performance of micro, small and medium enterprises (MSMEs) in Kenya. The authors utilized 
businesses employing less than five persons. Their study scrutinized the process through which 
factors led to performance. The study utilized a cross-sectional survey. Random sampling design 
was utilized to help in minimizing bias when dealing with the population. Fourteen towns were 
chosen from the eight provinces in Kenya. Stratified sampling was utilized to achieve 
information from different sizes of the MSMEs. Within the different sizes, systematic sampling 
was utilized to attain a fi nal sample. The chief data collection instrument was a structural 
interview schedule which was given to the top/executive manager, middle/operational manager, 
lowerlfunctional manager or the pertinent manager who is the head of the enterprise. The 
respondents were asked to specify the degree to which activities related to the management's 
way of allocating resources, allocating tasks, and the means by which goals were accomplished 
with respect to current business processes. The author divided the results into three categories 
under study for comparison purposes. The mean score for micro enterprises varied from 3.33 to 
3.62. The score for the small businesses varied from 3.63 to 3.90 and those for medium 
enterprises varied from 3 .XI to 4.11. In general, it is deduced that the medium enterprises are 
superior at controlling than either small or micro enterprises. The findings revealed that the 
critical management factors vital to the different categories of enterprises differed in MSMEs. 
Fairoz, Hirobumi, and Tanaka (2010) examined the extent of Entrepreneurial 
Orientation (EO) of small and medium manufacturing businesses in Sri Lanka and the results of 
EO dimensions including proactiveness, innovativeness, and risk taking to the performance of 
the business. This study examined established companies and their relationship with 
performance. 
Interviews were performed with the financial development planner and manager of small 
medium companies in the area to design the study utilizing a membership data base. In reviewing 
the data, the manufacturing sector was chosen to scrutinize EO. The primary data collection 
method was semi-structured interviews. Ownerslmanagers of SMEs were target respondents for 
assessing entrepreneurial activities and business performance of the firms. Preceding data 
collection, the authors performed a pilot study with ownerlmanagers of three manufacturing 
SMEs in the study area to verify the content validity of the survey. The measures of EO 
dimensions and business performance variables originated from academic research. The authors 
implemented the following dimensions of EO, namely, innovativeness, proactiveness and risk 
taking to comprehend the entrepreneurial orientation of these companies. EO was calculated by 
nine items using a five point Likert-scale (Fairoz, Hirobumi, & Tanaka, 2010). 
The study utilized three items to measure proactiveness, innovativeness and risk taking. 
Consequently, to acquire diverse characteristics of the performance of the small business, 
financial and non-financial performance measures were coalesced. Sales, employment, revenue, 
market share growth and small business ownerlrnanager's personal fulfilment were utilized to 
assess the performance of the business. Sales, profit, and employment data were acquired via 
interviews. The growth of market was gauged by reported performance by the ownerlmanager 
from each small business. Both qualitative and quantitative methods were used for the analysis 
of data. The association between EO dimensions and business performance variables was 
established by multiple regression analysis. Initially, the mean value established the extent of EO 
of the businesses. The importance of the connection of variables was ascertained on the results of 
the Pearson correlation analysis. In order to confirm the internal consistency and reliability of the 
measures, reliability analysis was performed. Cronbach's alpha verified the reliability of 
constructs (Fairoz, Hirobumi, & Tanaka, 2010). 
There was a positive significant relationship between proactiveness, innovativeness, risk 
taking, and EO with the growth of market share. There was an association between proactiveness 
and business performance. There was an association between EO and business performance. In 
addition, market share growth was correlated to proactiveness, innovativeness, risk taking, and 
EO. The results also invocated that there are positive correlations among proactiveness and EO 
and business performance (Fairoz, Hirobumi, & Tanaka, 2010). 
This study by Fairoz, Hirobumi, and Tanaka (2010) highlighted the significance of SMEs 
to develop ownerlmanager's originality, awareness to generate the entrepreneurial environment, 
and deal with outward competitiveness as a way to be more risk-taking to increase business 
performance. 
In a Middle East location, Mahrouq (2010) conducted a quantitative study to identify the 
main factors that are mostly used to reflect the success of small and medium sized enterprises 
(SMEs). The author wanted to know business owners' perspectives on how these firms are 
creating, searching, and utilizing accessible success factors in Jordan. 
To achieve the study goals, the author chose a representative sample from the total 
population of SMEs in order to reduce costs and to save time. The sample was concentrated on 
firms that were deemed as "well running businesses" according to the banks and financial 
institutions' that provide funds to these SMEs. The research's population mainly concentrated on 
the Jordan bank database, Development and Employment Fund (DEF), which is a governmental 
institution that provides funds and assistance to SMEs (Mahrouq, 2010). 
The author distributed questionnaires over the main three sectors (services, 
manufacturing, and retail) and the three main governorates (Amman, Zarqa, and Irbid) for a total 
of 220 firms. There were 168 questionnaires with a response rate approximately 76 percent. 
There were questions that investigated the entrepreneurs' point of view in the success of their 
firms and it included a wide range of questions that identified the success factors of SMEs 
(Mahrouq, 2010). 
The descriptive statistical technique of factor analysis was used for analyzing data. To 
achieve the study's goals, the statistical analysis was processed with simple statistical methods. 
The results indicated a set of five factors that have positive and significant impact on the success 
of the sampled'firms. These factors, ranked in order of importance are as follows: technical 
procedures and technology, structure of the firm, financial structure, marketing, productivity, and 
human resources structure (Mahrouq, 2010). 
This study is socially significant in that it discusses the importance of SMEs as one of the 
major components of a national economy. Finding the main success factors could help policy 
makers and financial institutions on how to encourage establishing or expanding SMEs. 
Shaw, Marlow, Lam, and Carter (2009) discussed the relationship among gender, 
entrepreneurial capital, and firm performance in their mixed method study. The paper also 
focuses on the influence of human capital, age and experience on the accrual of entrepreneurial 
capital. The research considered in what way gender shaped entrepreneurial capital and 
discussed the consequences of capital variance for the performance of business. The literature 
review was extensive in examining gender and business performance, and gender and 
entrepreneurial capital. 
A sample of business owners was formed. Data collection was completed in two phases 
by use of a phone survey and in person semi-structured interviews. SPSS, statistical software, 
was used to analyze numerical data relating to established measures of firm performance and 
dimensions of owner's entrepreneurial capital, that is, economic, human and social capital. 
Analysis of more qualitative data regarding each of these dimensions together with data about 
personal and business goals and symbolic capital was directed by the process of inductive 
analysis. Data was organized and structured around common themes that emerged and were 
compared across sources to search for similarities and differences. Interpretation of findings was 
guided by a theoretical framework and also by the findings of earlier research, made feasible by 
use of questions and scales used in previous network studies (Shaw, Marlow, Lam, & Carter, 
2009). 
The findings of this study revealed a relationship among economic, human, social and 
symbolic capital and suggested that knowledge of the ownership and influence of entrepreneurial 
capital on the performance of business can be developed by recognizing the changeable 
environment of entrepreneurial capitals. Significant gender differences were identified in two out 
of seven personal goals, with female business owners rating, personal achievement, challenging 
yourself and personal vision more highly than their male counterparts (t = - 2.14, df = 58, p < 
0.05). In contrast, male business owners rated building great wealth and financial security more 
highly than their female counterparts (t  = 2.02, df= 55,p < 0.05) (Shaw, Marlow, Lam, & 
Carter, 2009). 
The study is socially significant in that it recognizes gender as a significant influence and 
proposes that the association between gender and action in entrepreneurship should be 
completely focused by strategies calculated to support ownership of business. 
Jyothi and Kamalanabhan (2010) investigated the gender differences in perceptions of 
critical success and failure factors affecting business. Recognizing the contribution of small and 
medium enterprises (SMEs), the present study investigated the perceptions of critical success and 
failure factors affecting the small businesses. The study also explored whether the perceptions of 
entrepreneurs were related to several psychological theories of Achievement Motivation. The 
studies cited in the literature review indicated that issues such as capital, management, 
infrastructure, and lack of expertise were key obstacles to small business development. Other 
factors that affected small business development also must be investigated such as poor 
infrastructure, low demand for products and services, and the inability to use or acquire 
technology. 
From the literature, a single hypothesis was formulated. The hypothesis is "there will be 
significant gender differences among entrepreneurs about the critical success and failure factors" 
(Jyothi & Kamalanabhan, 2010, p.12). The sample for this study consisted of 50 small business 
owner managers (25 males and 25 females) located in two southern states of India. Stratified 
sampling techniques were used to select the business owners. A total of 72 questionnaires were 
distributed and 53 were returned, but only 50 were used for data analysis as 3 were incomplete. 
The owners were identified from the local small business associations. A specially designed 
questionnaire was administered to gather information about the demographic aspects, data and 
dynamics about the firm. The data acquired was recorded, analyzed and interpreted to determine 
new relationships or information. Both quantitative and qualitative analysis was obtained from 
the data. The quantitative analysis included descriptive statistics like mean and percentages. 
Further analysis of variance (ANOVA) was also calculated to determine if mean differences 
existed for two or more samples or treatments (Jyothi & Kamalanabhan, 2010). 
It was observed that women handled significantly smaller business (M= Rs.7.92 lacs) 
when compared to men (M= Rs. 20.4 lacs) and significantly older enterprises (M= 21.8 years). 
However, there was no significant difference in the number of employees in their respective 
firms (men M= 18.8 and women M =  14.9). There was no association between gender and 
reasons of the start of the entrepreneurship (chi-square = 6.6, df = 7,p  >.461). While there was 
no statistically significant difference between gender with reference to citing of factors for 
entrepreneurial success (chi- square = 9.9, df = 9, p >.352), women seem to cite networking three 
times more important than men do and ethicslpatience and hard work as four times more 
important than men do (Jyothi & Kamalanabhan, 2010). 
Overall, the study found no significant differences in genders in the perception of critical 
success and failure factors. The need for achievement motive and feelings of independence seem 
to be the guiding factors for becoming entrepreneurs. Small firms identified trepidation of failure 
and lack of customer acceptance as impediments at the start of the enterprise. They deem team 
work, knowledge and experience as vital while larger firms deem participatory management and 
planning as important. 
Dafna (2008) assessed the role of managerial performance in the success of men owned 
businesses (MOB) and women owned businesses (WOB) for Canadian and Israeli entrepreneurs. 
Based on the existing literature, a conceptual model was created to guide the empirical research. 
In the model, business longevity, turnover (sales) and growth in number of employees 
represented functions of the business' success and these success measures were posited to be a 
function of the entrepreneurs' managerial performance. A process oriented approach was used 
for this assessment. 
Two national samples were collected and these included only entrepreneurs with at least 
one employee. The Canadian sample consisted of 115 entrepreneurs and the Israeli sample 
consisted of 120 entrepreneurs. To ensure validity and reliability of the cross-national 
assessment, the same two-stage sampling procedure was followed in Canada (Montreal and 
Toronto) and in Israel (Tel-Aviv area, Haifa area and Beer-Sheba area). Questionnaires were 
distributed to the respondents. In Israel, completed questionnaires yielded a 43 percent return 
rate. In Canada (Montreal and Toronto areas), completed questionnaires average response rates 
were approximately 37 percent (Dafna, 2008). 
Multilevel analyses revealed that gender was significantly associated with some 
managerial functions, but except for business longevity, it was not directly associated with 
measures of business success; nationality was associated with two measures of business success, 
namely, turnover and growth. Women entrepreneurs, both Canadian and Israeli, ranked 
significantly higher in some functions of their managerial performance compared to their male 
counterparts (Daha, 2008). 
The main implications of this study by Daha (2008) are in deciphering the major role of 
managerial performance and nationality and the relatively marginal effect of gender in business 
success measures. These studies' findings highlight avenues for future research through a 
process-oriented perspective, and thus challenge the power of the traditional line of studies that 
uses a resource based view or an output oriented perspective on MOB and WOB's success 
measures (Dafna, 2008). 
The results of this study are subject to some limitations. The sample was gathered 
through a non-random, convenient sampling procedure. This study addressed entrepreneurs only 
in the services and retail sectors; the manufacturing and industrial sectors were not represented at 
all. Future research should appraise entrepreneurs from different nations in order to increase 
knowledge on the role of national culture in the success of MOBS and WOBs. 
Coleman (2005) compared the performance of women and men owned small firms in the 
service and retail industries in an effort to determine if higher levels of human capital close the 
alleged performance gap between them. 
The info for this research was extracted from a survey completed by the Federal Reserve 
Board. Surveyed firms represented a random sample grouped by size, location, gender, and the 
ethnicity of the owner (Coleman, 2005). 
A univariate analysis indicated that there were no significant differences as regards to the 
gender of business owners. Mostly female owned companies were in service or retail sectors in 
comparison to men owned companies. A small percentage of female and male owned businesses 
that were inherited indicated that they did not benefit frdm experience acquired by growing up in 
the company (Coleman, 2005). 
Multivariate models were established to investigate the connection between gender, 
human capital and performance. The results revealed female owned businesses made 
significantly less sales and had less assets than male owned businesses. The gender variable was 
not significant, demonstrating that when business size, industry and human capital were 
controlled, female owned firms were no lesser than male owned firms as regards to workforces. 
The results revealed that female owned firms were significantly more lucrative than male 
owned firms based return on sales. Results of this model revealed that women owned firms were 
significantly more likely to have an increase in sales. A Someprof model revealed that larger 
companies were more likely to have positive profits than smaller companies (Coleman, 2005). 
The univariate analysis observes the result of a single variable; in this particular case, 
gender working in seclusion on the dependent variable. However, this drawback was adjusted by 
the multivariate analysis which examined the concurrent consequence of several independent 
variables upon the dependent variable. 
In terms of limitations, it is not feasible to trace the development and success of female 
owned companies for a longer time span. Another limitation is the definition of vital human 
capital variables. As regards to the educational level of the small business owners, there was not 
enough detailed information provided as it relates to the type of education such as Bachelors, 
Masters etc. Likewise, the survey does not illustrate the nature of that work experience. Most 
noteworthy is the absence of attitudinal data. Consequently, it is not probable to conclude or 
associate outlooks toward business size, growth, and profitability for both male and female 
owned companies in this study. More investigation is required on the growth and profit of male 
and female owned businesses' performance over time (Coleman, 2005). 
Nelson and Ratliff (2005) examined six successful small retail businesses in a single 
geographic market in an exploratory case study. All six businesses were located in Cache Valley 
in northern Utah and southeastern Idaho. The study utilized open-ended interviews with business 
owners and managers to ascertain small businesses tactics employed to compete successfully 
with large businesses. 
Several testing methods were found in addition to others in former studies. In general, 
these approaches emphasized distinction in the refinement of relationships, particularly with 
clients, workforces, contractors, and the community; and discrepancy in value provision (Nelson 
& RatlifY, 2005). 
The managers of these six small businesses held specific beliefs about what made them 
successful, and collectively identified 40 strategies such as excellent customer service, quality 
products, focus on customer satisfaction, innovativeness, risk taking, high community values, 
product knowledge, advertising, aggressive pricing, and flexibility in responding to new trends 
etc (Nelson & Ratliff, 2005). 
Another contribution of this study was the identification of strategies not previously 
discussed in the research literature. These strategies were: (1) ownerlmanagers of each of the six 
small businesses in this study stated that their membership in a large, national buying group was 
one of the key factors in their success; (2) there was an emphasis on careful hiring; specifically, 
hiring for personality rather than expertiselexperience, and (3) most of the business 
ownerlmanagers specifically stated that one of their keys to success is that they preferred to 
create an accommodating, friendly, cooperative, respectful shopping experience instead of high 
pressure sales tactics. There were two consistent themes across all of the businesses, and 
embodied in the 40 strategies. These are cultivation of excellence in long-term relationships with 
customers, employees, suppliers, and the community; and the pursuit of excellence in value by 
consistently beating the competition in product value, choice, service, and quality (Nelson & 
Ratliff, 2005). 
The results suggested a combined overall strategy embodying distinction in long-term 
commercial relationships and excellence in value of products and services. Many of the other 
strategies and philosophies stated in the study included passion for the business, excellent 
facilities, and vision that are also linked to pursuing excellence (Nelson & Ratliff, 2005). 
The advantage of using open-ended interviews includes statistical significance and 
reliability as well as generalizability; however, the disadvantage includes a loss of detail through 
aggregation and problems with some parts of validity. Thus, it is not clear whether the constructs 
selected beforehand by the authors are comprehensive of all applicable constructs of interest as 
the results only show how the participants graded the constructs supplied on the questionnaire. 
The potential for Type I1 error in the findings is likely because the interviewers asked only open- 
ended questions. The findings may not take in all strategies that are important to the success of 
business. The owners' assessments of the efficiency of several tactics are grounded only on their 
observations. This study did not observe whether tactics mentioned by small business owners 
truly contribute to their success. Future studies could utilize a bigger sample and statistically 
contrast efficacious with less efficacious small businesses to conclude which tactics are the most 
robust. Generalizability to other markets may be an issue as all the businesses in this study are 
located in a single, relatively rural metropolitan area. The authors admitted that there are possible 
existence of self-serving attribution bias and actor-observer attribution bias among entrepreneurs 
when they enumerated the factors that contribute to their business success. 
The focus of an empirical study by Elliott and Boshoff (2007) was the identification of 
ownerlmanager's factors that influenced the success of Internet usage to promote business in 
South Africa. The dependent variable was perceived success of internet marketing. The five 
independent variables were owner-manager involvement, entrepreneurial orientation, owner- 
manager knowledge, owner-manager decision-making, and marketing orientation. 
The population of this study was the databases of a variety of tourism authorities. A 
convenience sampling technique was used. In total, 201 1 potential respondents were surveyed 
utilizing an online questionnaire. Multivariate statistical procedures were used to analyze the 
data after receiving 316 usable questionnaires. An exploratory factor analysis was executed with 
the purpose of establishing which of the questionnaire items measured each construct in the 
theoretical model. The exploratory factor analysis was done using SPSS statistical software. 
Based on an extensive and current literature review, a number of hypotheses were empirically 
tested. The results of this study indicated that owners-managers' level of involvement, 
entrepreneurial orientation, knowledge, involvement in decision making and a marketing 
orientation were all vital to the successful use of the Internet for the marketing of small 
businesses in South Africa (Elliott & Boshoff, 2007). 
This study by Elliott and Boshoff (2007) is weak. A major drawback of the study is that it 
accounts what the managers of small establishments believe is the case rather than hard facts. A 
more robust methodology is warranted for future studies on this topic. Also, only owner-manager 
related variables that impact marketing success were investigated. Other external and internal 
factors such as employees' technology competence and general access to technology were not 
investigated. 
Davis, Babakus, Englis, and Pett (2010) empirically examined the effects of a CEO's 
gender on market orientation and performance (growth and profitability) among a sample of 
small and medium sized service businesses (SME). A mail survey was implemented for data 
collection. A sample of 1,083 SMEs in the U.S. was randomly chosen from a regional Chamber 
of Commerce mailing list. A contact letter and two-page questionnaire addressing fm behaviors 
and characteristics, including market orientation, market performance, financial performance, 
firm size, and CEO's gender were mailed to the CEO of these businesses. This process yielded a 
total of 212 responses. This study was limited to 155 businesses identified as participating in the 
retail and service sector (Davis et al., 2010). 
Various constructs in the conceptual model were operationalized. These were financial 
performance, market performance, market orientation, and gender. Respondents compared their 
firm's market performance with that of their industry using two indicants: market share growth 
and sales growth over the past three years. Respondents also compared financial performance 
using three indicants: average return on investment over the past three years, average profit over 
the past three years, and profit growth over the past three years (Davis, Babakus, Englis, & Pett, 
2010). 
The authors developed an 8-item scale which was acclimatized from the 22-item 
MARKOR scale developed by Kohli, Jaworski, and Kumar (1993) to evaluate the broader 
concept of market orientation. The authors used biological sex to assess gender. Responses 
indicating whether the CEO was male or female were coded as a binary variable: female = 0 (n = 
43 or 28 percent) and male =I (n = 1 12 or 72 percent) (Davis, Babakus, Englis, & Pett, 2010). 
The hypotheses regarding the direct effects of gender on performance and market 
orientation were tested at the same time within an analysis of variance framework. Since the 
dependent variables (market performance, financial performance, and market orientation) were 
anticipated to correlate with each other, and firm size (measured as the number of full-time 
employees) that might influence each one of the dependent variables, a multivariate analysis of 
covariance (MANCOVA) was conducted. The CEO's gender was used as the independent 
variable, and firm size was incorporated as the covariate to control for the effects of size 
differences among the sampled f m s  (Davis, Babakus, Englis, & Pett, 2010). 
The results showed that firms led by females were significantly more market oriented 
than firms led by males (p = .004). To examine the likely indirect effects of gender on market 
performance and financial performance, the model was tested using the sample covariance 
matrix as input to LISREL 8.5 by Joreskog and Sorbom (1993). An assessment of the results 
showed that gender had a significant negative effect on market orientation (P = -0.21, t = 2.7), 
which meant that female led firms were more market oriented. This result was consistent with 
the MANCOVA results (Davis, Babakus, Englis, & Pett, 2010). 
While gender did not have significant direct effects on performance variables, its indirect 
effects were significant, indicating that female leaders of service SMEs perform considerably 
better due to their stronger market orientation compared to male leaders of service SMEs. The 
MANCOVA results and path analysis results were consistent in that both results demonstrated 
that the CEO's gender does not have a significant direct influence on market and financial 
performance variables. Consistent with the MANCOVA results, firm size demonstrated a 
significant direct positive effect on market orientation (P = 0.27, t = 3.5). Firm size did not show 
significant direct effects on market or financial performance; however, its indirect effect on 
market performance (through market orientation) was significant (P = 0.07, t = 2.2) (Davis, 
Babakus, Englis, & Pett, 2010). 
Gender was found to have significant indirect effects (via market orientation) on both 
market performance (growth) and financial performance (profitability). In other words, female 
leaders of service SMEs performed significantly better due to their stronger market orientation 
relative to those led by males (Davis, Babakus, Englis, & Pett, 2010). 
The results from this study by Davis, Babakus, Englis, and Pett (2010) cannot be over 
generalized. While it seems that women in general are more likely than men to stress a market 
orientation, this should not be taken to imply that every female leader will do so and vice versa. 
The study's findings cannot be generalized in other settings. The nature of the sample meant that 
the study relied significantly on perceptual measures of market orientation and performance 
which increases the probability of biases. 
Asiedu and Freeman (2007) assessed the impact of globalization on the economic 
performance of small and medium sized businesses (SMEs) in the U.S. The article evaluated the 
effect of globalization on companies that are white owned and those that are owned by 
minorities. The study was based on total exports, exports by businesses meeting size criteria, and 
the assets of multinational corporations. The job creation activities of SMEs were also evaluated. 
The data on firm variables were obtained from the Small Business Finances (SSBF). The 
characteristics of the firm's owners including level of education, years of experience, race and 
ethnicity were formed from the weighted average of the individual owners. The full sample 
consisted of 4,055 firms, of which 376 are minority owned and 3,679 are white owned. The 
dependent variable is the full year equivalent of the firms' total profits in 2003 (Asiedu & 
Freeman, 2007). 
The literature review was short and provided limited information on the foundation of the 
study. The authors included these variables in their study: the number of employees, per capita 
income, management experience and education. A two digit industry dummy variables were 
included to account for unobserved industry effects (Asiedu & Freeman, 2007). 
Asiedu and Freeman (2007) took the majority of their firms (75 percent of minority 
owned businesses and 60 percent of white owned businesses) from the service and retail 
industries. The authors utilized a survey based OLS estimation technique that accounted for 
compound survey design, stratification and population weight (Asiedu & Freeman, 2007). 
For both minorities and white owned firms, profitability increased with firm size, firms' 
intangible assets and the managerial experience of the owners of the firm. The effect of 
education and some of the industry's dummy variables (e.g., manufacturing, transportation, and 
services) was different for the two samples. The results lent credibility to the assertion that 
minority owned firms are different from white owned firms (Asiedu & Freeman, 2007). 
Distinguishing between local and non-local social capital, Schutjens and Viilker (2010) 
investigated: (1) the accessibility of local social capital, (2) the relation between social capital 
and local social capital, and characteristics of firms and entrepreneurs, and (3) the relation 
between social capital and local social capital and firm performance. 
The Survey of the Social Networks of the Dutch was utilized in the study by Schutjens 
and Volker (2010). This large scale panel study on networks of inhabitants in 141 representative 
Dutch neighborhoods in 40 municipalities interviewed 385 local entrepreneurs about their firm, 
networks and local environment. It was revealed that there is a positive association between 
social capital and firm performance (Schutjens & Volker, 2010). 
The authors concluded that social capital is accessible in the local neighborhood of 
entrepreneurs. However, the share of occupational positions and status accessed locally declined 
with the educational level of entrepreneurs. Both general and local social capital can be 
explained through individual characteristics of the entrepreneur but firm characteristics also 
significantly contributed to the explanation. Educational level is positively associated with 
extensity and mean prestige reach. Occupational prestige of the entrepreneur did not relate to the 
amount of positions accessed or to average prestige accessed. There was no association between 
entrepreneurs' prestige and prestige accessed when other factors were controlled for. The study's 
findings underlined the significance of social capital for firm development (Schutjens & Volker, 
2010). 
The internal validity is weak. In the absence of longitudinal data, conclusions cannot be 
drawn on causality. The complex mechanism by which network extensity and level of 
occupational status influences entrepreneurs and their firm could not be ascertained. The study 
did not incorporate precise neighborhood characteristics that may have strong effects on the 
number and level of occupational positions accessed locally, as neighborhoods significantly vary 
in socio-economic population structures. 
Gorgievski, Ascalon, and Stephan (201 1) conducted an empirical study of 150 Dutch 
small business owners to investigate relationships between owners' understanding of success and 
their personal values. Business owners ranked 10 success criteria. The three research questions 
sought to identify how business owners ranked a variety of criteria for entrepreneurial success; 
the fundamental structure of the rank ordering of success criteria; and how business owners' 
evaluations of success criteria align with their specific value orientations (Gorgievski et al., 
201 1).  
Participants were identified through network directories, business directories, and drop-in 
visits to their place of business. Business owners were asked face to-face or by telephone if they 
wanted to partake and were given the choice to complete the questionnaire online or on paper. A 
sample of 184 business owners responded (participation rate was approximately 30 percent). 
Demographic variables of the business owner (age, gender, educational level) and the business 
(branch, number of employees) were included. Multidimensional scaling (MDS) techniques were 
utilized (Gorgievski, Ascalon, & Stephan, 201 1).  
Personal satisfaction was the most important success criterion for the largest number of 
business owners (44 percent) followed by profitability and satisfied stakeholders. Rank order 
correlations (Kendall's tau B) showed no significant associations with gender (dummy coded 0 - 
1) and education level. The age of the business owners was important; the younger business 
owners ranked profitability higher than the older business owners (Kendall's tau B = -0 .14 ,~  = 
.05). Business size was a significant discriminatory variable; that is, the larger the business, the 
more important continuity (Kendall's tau B = 0 . 1 9 , ~  z.01) and business growth (Kendall's tau B 
= 0 . 2 0 , ~  =.01), and the least important was a good balance between work and private life 
(Kendall's tau B = -0.15,p=.05) (Gorgievski, Ascalon, & Stephan, 201 1). 
Multidimensional scaling techniques revealed two dimensions fundamental to the rank 
order of success criteria: person-oriented (personal satisfaction versus business growth) and 
business-oriented (profitability versus contributing back to society). Furthermore, business 
growth, profitability, and innovativeness were guided by self-enhancing value orientations (both 
power and achievement). Softer success criteria such as having contented stakeholders and good 
work-life equilibrium were guided by self-transcendent value orientations (benevolence and 
universalism). Personal satisfaction and business growth were on the opposite ends of this 
dimension. The top three criteria for this dimension were personal satisfaction, profitability, and 
balancing work and private life. Profitability emerged as an important success criterion both in 
terms of business success and personal success (Gorgievski, Ascalon, & Stephan, 201 1). 
Overall, the results regarding success definitions demonstrated that most small business 
owners put personal and interpersonal criteria above business criteria. The most widely used 
success criterion was evidently personal satisfaction. Profit ranked second, followed by satisfied 
stakeholders (customers and clients) and a good equilibrium between work and private life. The 
top five standing of success criteria differed because of the business owners' age and business 
size. The younger business owners ranked profitability higher than the older business owners. 
The people who owned larger businesses ranked continuity/business survival higher and 
equilibrium between work and private life lower than the owners of smaller businesses. These 
results indicated that socio-demographic personal and business characteristics may be linked 
with the way business owners characterize success. In addition, contributing back to society was 
associated with conservation values rather than self-transcendence values (Gorgievski, Ascalon, 
& Stephan, 201 1). 
Their study has several limitations. There are weaknesses in both internal and external 
validity. First, the sample size was not very large. The sample is made up of Dutch business 
owners whose average age is slightly younger than the national average of Dutch business 
owners according to the authors. These findings may not generalize to a broader sample, across 
different industries, and beyond Dutch business owners. As these results showed, the rank 
ordering of success criteria might be different for samples of young business owners and owners 
of larger businesses. Such replications would need to be investigated in more detail as to how the 
environment might affect business owners' values and success criteria. 
Panitz and Withey (2006) examined the issue of whether attitudes about marketing make 
a difference to the success of very small organizations. This paper analyzed the likely association 
between performance of very small businesses and ownertmanager attitudes toward marketing 
activities. More specifically, the paper provided an empirical example of how attitudes and 
perceptions about marketing among ownertmanagers of very small professional service 
businesses were associated with company performance levels, and how these same attitudes may 
be associated with some of the disparity in performance. In addition to identifying the general 
link between attitudes about marketing and company performance in very small professional 
service firms, the study endeavored to define specific attitudes and opinions and their association 
with company performance. 
The general hypothesis investigated if there was a positive association between attitudes 
toward marketing and organizational performance among very small professional service 
organizations. The professional accounting industry was the sampling frame and provided data in 
this study. A commercially accessible mailing list containing a randomly selected group of 500 
nationally distributed independent, single office, public accounting firms provided the selected 
sample for this study. Company performance served as the dependent variable in the present 
study. The study utilized three measures of performance: recent year gross sales, number of 
clients, and number of employees (Panitz & Withey, 2006). 
The hypothesized relationship between company performance and attitudes about 
marketing was measured with standard regression analysis applied to each of three performance 
equations. The three equations were as follows: sales volume (x') = f (47 marketing statements), 
numbers of employees (2) =f (47 marketing statements), numbers of clients (2) = f (47 
marketing statements) (Fanitz & Withey, 2006). 
Responses to 47 attitudinal statements were regressed on 3 measures of company 
performance. Eighteen of the 47 were found to be linked with company performance but only a 
few attitudes about marketing were significant across all measures of company performance. The 
results showed support of the study's general hypothesis. Data from the study showed major 
association between attitudes about marketing and company performance. Over one-third of the 
items on the survey instrument (I 8 of 47) were regarded by respondents as having an important 
influence on changes in company performance. Improvements in staff proficiency, employing 
the services of public relations specialists, advertising in apposite professional journals, and 
emphasizing pricelvalue in the service were the only activities thought to be generally efficient, 
regardless of how company performance was measured (Panitz & Withey, 2006). 
There are various limitations of this study. This study indicated a correlation between the 
variables. The directional link between attitudes about marketing and company performance was 
unclear and strong theoretical support for the possible connection did not exist. These conditions 
could make the study's entire outcome false. The absence of strong verification for causation 
limits the reliability of recommendations for actions that might be offered to ownerlmanagers of 
small professional services businesses. 
Fairlie and Robb (2007) conducted an empirical study to examine the correlation between 
family members and entrepreneurship. The authors utilized confidential and restricted-access 
data fiom the Characteristics of Business Owners (CBO) survey to present suggestive evidence 
on the importance of factors such as general business or managerial experience in family-owned 
businesses; attainment of industry or firm specific business experience in family-owned 
businesses; inheritances of businesses; and the correlation between family members and 
preferences for entrepreneurial activities. 
The authors explored the inquiry of whether having a self-employed parent or other 
family member improved small business outcomes. The 1992 CBO survey was carried out by the 
U.S. Census Bureau to provide economic, demographic, and sociological data on minority, 
female, and non-minority male business owners and their business activities. The survey was 
sent to more than 75,000 firms and 115,000 owners who filed an IRS form 1040 Schedule C 
(individual proprietorship or self-employed person), 1065 (partnership), or 1120s (subchapter S 
corporation). Firms with $500 or more in sales were included in the study. The businesses 
included in the CBO represented nearly 90% of all businesses in the U.S. The sample included 
firms that met the above restrictions. In all specifications, the authors included race, sex, region, 
urban status of the firm, education level, marital status, and prior work experience of the owner 
(Fairlie & Robb, 2007). 
It was established that more than half of business owners in the confidential, restricted- 
access 1992 CBO survey had a self-employed family member before starting their businesses. Of 
the group with a self-employed family member, more than half had worked in that family 
member's business which is suggestive that the intergenerational link in self-employment was 
not mainly due to the attainment of general and specific business human capital. In contrast, the 
success of small businesses owned by those surveyed was only associated with having a self- 
employed family member but strongly associated with prior work experience in a family 
member's business, which was one way of acquiring general and particular business human 
capital. An additional finding was that only 1.6% of the small businesses surveyed were inherited 
(Fairlie & Robb, 2007). 
The attainment of business human capital was not likely to account for intergenerational 
links in self-employment. The similarities across family members in entrepreneurial preferences 
may clarify part of the relationship. In contrast, estimates from regression models for small 
business outcomes conditioning on business ownership showed that having a self-employed 
family member play only a trivial role relative to prior work experience in that family member's 
business. Although many owners had a self-employed family member and prior work experience 
in a family member's business, very few small businesses were inherited. In the regression 
analysis, the authors found that inherited businesses were more successful on average than non- 
inherited businesses. However, their limited representation among the population of small 
businesses suggested that business inheritances were only an inconsequential determinant of 
small business outcomes. Therefore, the authors only examined the determinants of numerous 
business outcomes conditional on ownership: closure rates, sales, profits, and employment size. 
This study cannot be generalized to other populations. The study lacks robust statistical 
testing to determine if the study's outcomes are valid. 
In an empirical study, Coy, Shipley, Omer, and Khan (2007) investigated internal and 
external factors that Pakistani small business entrepreneurs deemed critical for success. The 
authors wanted to distinguish the profile of the archetypal Pakistani small entrepreneur with 
regards to business type, age, education, and gender. The authors also wanted to examine the 
Pakistani small businessperson's viewpoints on factors that are regarded as important to business 
success. 
An investigation of 265 small business owners was performed using a survey. The 
study's basic design incorporated internal and external dynamics that contributed to the success 
of small businesses. The respondents were requested to assess individual factors that contributed 
to the business success. Individual factors included analytical and decision-making skills, 
determination in attaining aspirations, education level, importance of education and work 
experience, social and communication skills, enthusiasm for arduous work, capability to endure 
anxiety, preserving business associations, and family support. Small business ownerlmanagers 
were also requested to assess the magnitude of managerial factors that are core to the business, 
for instance customer service, market research, obligation to productlservice value, awareness to 
needs of customers, sufficient data system, and capability to assign and preserve distinct 
organizational duties. Lastly, the small businesspersons were requested to evaluate the 
significance of peripheral factors such as government-sponsored initiatives, finance 
organizations, franchisers, trade shows and business fairs, training programs, and guidance from 
close associates (Coy, Shipley, Omer, & Khan, 2007). 
Descriptive statistics were calculated for all questions. Responses were linked using 
crosstab analysis and chi-square significance tests. Questions relating to the origin and business 
type were integrated to establish the chief impetus for opening the business, number of 
employees at business start-up and present-day, and the professed extent of success. The size of 
these industries was diminutive at start-up. Consequently, the archetypal small businessperson 
was a fairly well-educated, 30 - 49-year-old male who opened his business for the reason that he 
enjoyed the type of business (Coy, Shipley, Omer, & Khan, 2007). 
Chi-square tests were utilized to establish if responses to contextual, demographic queries 
and others concerning the prominence of internal and external aspects were independent of the 
participant's age, education, business type or extent of success (Coy, Shipley, Omer, & Khan, 
2007). 
The conclusions of this study suggested that Pakistani small businesses were'typically 
retail or service focused, male owned, and were start-ups or inherited. Further analysis revealed 
was that the bulk of start-ups were service industries while inherited businesses were typically 
wholesale industries. The archetypal small business owner was probable a male college graduate 
between the ages of 3 M 9  and in business for a decade. Small business owners over the age of 
40 were more probable to own a manufacturing company than their younger business owners. 
The participants made the decision to become small business owners for the reason that they 
liked the nature of business and preferred to be their own boss (Coy, Shipley, Omer, & Khan, 
2007). 
Their study acknowledged numerous factors that Pakistani businesspersons believe 
contributed to business success. Business associations represented a factor for the success of 
small business. Those business owners younger than 40 years did not consider that arduous work 
was most central to their business success (Coy, Shipley, Omer, & Khan, 2007). 
Service-oriented businesspersons thought that social abilities and customer service to be 
vital for success. Awareness to customer requests was likewise regarded in a different way in its 
importance by college and non-college educated businesspersons with the less-educated owners 
believing this aspect to be of diminutive importance. The younger Pakistani small business 
owners believed that marketlproduct research was very vital to their business success (Coy, 
Shipley, Omer, & Khan, 2007). The results did not support the concept that education is 
considered by small business owners as critical to success achievement. The conclusions of this 
study indicated that the significance credited to education, marketlproduct research, and training 
programs depended to a great extent on participant's age. The study's results also showed that as 
a respondent's educational level increased, the significance credited to education, awareness of 
customer desires, managerial skills, markedproduct research and training programs increased. 
Importance was given to education, markedproduct research, and training programs (Coy et al., 
2007). 
The study is limited to an area of Pakistan. The results from this area may not be totally 
characteristic of the country. Furthermore, the study's size is adequate for the statistical methods 
in the analysis; however, superior statistical estimates would have been feasible with a bigger 
sample. 
Muse, Rutherford, Oswald, and Raymond (2005) examined the relationship between 
organizational commitment to employees (OCE), antecedents of OCE, and small business 
performance. The sample in this study came from the National Survey of Small Business 
Finances (NSSBF). This study used a sample of 4,637 small businesses. The target population 
was for-profit, non-financial, non-farm business firms that had fewer than 500 employees. 
Interviews were conducted by Price Waterhouse. The survey yielded a 50 percent response rate. 
The hypotheses explored were: OCE will have a positive relationship with company 
performance; company size will be positively related to OCE; owner age will be positively 
related to OCE; the owner's experience level will be positively related to OCE; owner's 
educational level will be positively related to OCE; and f m s  with a female owner will have a 
stronger OCE than those with a male owner (Muse, Rutherford, Oswald, & Raymond, 2005). 
Logistic and linear regression models for each of the OCE variables were run to 
investigate the background of OCE. In these models, owner's age, experience, and education 
were the independent variables. Hierarchical regression was used to evaluate the relationships 
between OCE and each of the measures of company performance. OCE was significant in five of 
the performance models. The results of the employee productivity model revealed a major 
positive relationship between OCE and company performance, signifying that small businesses 
might be able to appreciate some benefit in employee productivity from OCE programs. In 
addition, results from the return on assets, return on sales, return on cash flow, and employee 
growth models showed that some OCE programs might be more beneficial to small businesses 
than others. Possible antecedents of OCE were also examined. Company size, owner education, 
and gender of the owner had positive relationships with OCE. Partial support was also found for 
a positive relationship between owner experience and OCE (Muse, Rutherford, Oswald, & 
Raymond, 2005). 
Since this is cross-sectional data, causality should not be assigned to the relationships that 
were concluded. In addition, the data collected by telephone interview has the potential for 
common method variance. 
Westerberg and Wincent (2008) assessed CEO succession in small firms and the impact 
of CEO honing and enterprising competence on firm performance within a contingency 
framework. There were numerous factors that the authors assumed moderated the impact of CEO 
honing and enterprising that was introduced in the study. These factors were the nature of the 
applied strategy, the perceived environmental uncertainty, and the nature of the firm's principal 
tasks. The authors developed and tested a framework to identify how the small firm CEO's 
honing and enterprising actions have a bearing on firm performance. This was done to verify 
whether there are any differences with respect to engagement in honing and enterprising between 
recently appointed CEOs and those with longer tenure. This could contribute to: (1) the 
knowledge of whether CEO succession in small firms paves the way to success, and (2) which 
CEO actions is beneficial in different situations. 
The authors outlined a framework and formulated hypotheses which they later 
empirically tested on a sample of 162 small businesses. The authors held that three factors 
moderated the outcomes from CEO honing and enterprising, namely, (I) the firm's strategic 
competence, (2) the environmental uncertainty, and (3) the nature of the firm's principal tasks. 
The authors were also interested in direct effects from CEO honing and enterprising to firm 
performance, and whether there is a disparity in CEO honing and enterprising between newly 
appointed or tenured CEOs. Hypotheses were formulated that examined these relationships 
(Westerberg & Wincent, 2008). 
To assess the hypotheses in this paper, the authors sampled researched small firms 
(ranging from 10 to 99 employees). For two hypotheses, the authors ran two regressions for each 
hypothesis, where market and financial performance constituted the dependent variables, and 
CEO competence constituted the independent variable. In harmony with the framework 
presented, the authors added the interaction terms stepwise. The authors integrated control 
variables in all regressions. A third hypothesis was tested by comparing means (ANOVA) for 
honing and enterprising activities between recently appointed CEOs and tenured CEOs. The 
results indicated that a new CEO tended to launch honing in the firm. Only a CEO market 
enterprising had a direct relation to better performance (Westerberg & Wincent, 2008). 
There are weaknesses in both internal and external validity of this study. The CEO self- 
reports studied only linear effects; therefore, the authors could not identify any nonlinear effect. 
The operationalizations of CEO competence in applying honing and enterprising have not been 
tested before. Another limitation of the study is its weak longitudinal dimension and 
generalization of the results may be restricted. 
In their empirical study, Boohene, Sheridan, and Kotey (2008) examined the influence of 
gender on personal ethics, business tactics, and business performance. The authors tried to 
elucidate variances in performance between males and females by the indirect outcome of 
personal ethics and business tactics. 
Boohene, Sheridan, and Kotey (2008) studied gendered opportunity structures within 
Ghana. A total of 600 owner-managers of small retail shops in the Greater Accra Region were 
surveyed. The latent variables (constructs) utilized in this study were measured using multi-item 
observed variables (measures). For most constructs, the measures were produced from prior 
research and tailored to fit the current research context. The gender of the owner-manager was 
measured on a categorical scale using 0 for men and 1 for women. Participants were queried to 
specify the significance they attached to performance goals. The participants were requested to 
specify on a seven-point Likert scale the degree to which they are pleased with the company's 
performance. Rankings of importance were multiplied by satisfaction levels to calculate a 
performance index for each organization. Strategy was computed as consisting of actions in areas 
of forecasting, assets, HRM, management, marketing, information, and communications 
expertise (Boohene, Sheridan, & Kotey, 2008). 
Participants were requested to assess the degree to which they complete the different 
actions in practical areas. A six-point Likert scale was used to measure personal values. 
Respondents indicated the degree of importance they attached to all personal value measure. The 
partial least squares (PLS) approach to structural equation modeling was implemented in this 
study. PLS is a component-based technique that simultaneously examines theory (structural 
model) and measures (measurement model). The measurement model assessed the relationships 
between constructs and their measures by evaluating the reliability and validity of the 
instruments utilized. The authors examined the individual item reliability by the loadings of the 
measures to their particular constructs. Convergent validity was utilized to measure the amount 
of variance that the latent variables captured from its indicators relative to the amount due to 
measurement error. The constructs for discriminate validity were assessed by comparing the 
square roots of AVE to the correlation between constructs. The structural model was utilized to 
test the hypothesized relationships between the theoretical constructs (Boohene, Sheridan, & 
Kotey, 2008). 
In Hla, gender was predicted to influence the personal values of owner-managers. The 
results presented empirical justification that women entrepreneurs usually held shared values for 
business and were inclined to have an orientation towards conservatism. Hlb predicted a 
relationship between gender and business strategies; particularly, that Ghanaian female owner- 
managers would be less practical in the areas of strategic planning, financial strategy, HRM 
strategy, marketing strategy, information, and communications strategy than Ghanaian male 
owner-managers. The results showed that while men and women owner-managers assumed 
analogous planning and operations strategies, women were less proactive with their financial, 
HRM, communications and IT strategies, but not marketing strategies where women were more 
hands-on than men. Hlc  predicted a relationship between gender and performance; particularly, 
that Ghanaian female owner-managers would display higher performance levels than their male 
counterparts. The results supported Hlc. This meant that the gender of the owner-manager had 
direct influence on performance (Boohene, Sheridan, & Kotey, 2008). 
Testing of H2 revealed that women owner-managers in this study displayed 
entrepreneurial values and pursued less proactive strategies than men. The results indicated that 
while Ghanaian male and female owner-managers implemented similar approaches to strategic 
planning and to operations management, Ghanaian female owner-managers rated higher than 
their male counterparts in the functional areas of financial management, HRM, information and 
communications technology management (Boohene, Sheridan, & Kotey, 2008). 
There was partial support for the association between gender, personal values, business 
strategy, and firm performance. The path coefficients between gender, operations strategy, and 
marketing were not statistically significant. The results for this hypothesis revealed that men are 
able to attain a competitive advantage over women by reason of their strengths in planning, 
financial strategies, HRM strategies, control of operations, and IT strategies. Results were 
analyzed using the partial least squares approach to structural equation modeling. The results 
suggested that there were gender differences in personal values, which led to diverse strategies 
adopted by women and men, which influenced performance; specifically, Ghanaian women 
owner-managers were more risk-averse than Ghanaian men, and this influenced their pursuit of 
specific functional strategies and their performance in different ways (Boohene, Sheridan, & 
Kotey, 2008). 
While in general, men owner-managers did not have a major advantage over women in 
operations strategy; male entrepreneurial owner-managers were able to attain higher performance 
than their female counterparts because they implemented more proactive operations strategies. 
Overall, the results revealed that there were gender differences in personal values which led to 
varied strategies espoused by women and men which ultimately influenced performance. 
Although Boohene, Sheridan, and Kotey's (2008) study gave constructive insights by 
demonstrating the importance of gender in stimulating owner-manager's personal values and 
improving performance in a developing country context, the results can only be interpreted 
subject to the limitation of a survey research. The study did not consider other factors leading to 
differences in personal values reported by the study's participants such as education, access to 
resources, and prior work experience. 
Collins and Low (2010) addressed the gap in the literature regarding female immigrant 
entrepreneurship in Australia. This article reviewed the theory of immigrant entrepreneurship 
and the Australian research including findings of unpublished fieldwork with 80 Asian female 
immigrant entrepreneurs in Sydney. While female immigrant entrepreneurs draw on their human 
capital, community and family networks, their small business experience is also shaped by 
broader societal responses to minority immigrants, personified in the concept of the "accent 
ceiling". This concept refers to the labor market and entrepreneurial barriers for women of 
minority linguistic, ethnic or religious background that non-immigrant entrepreneurs do not face. 
This article explored numerous facets of the entrepreneurial experience of immigrant women in 
small enterprises in Sydney. These resources are: education (human capital), ethnic (social 
capital) and family; and the manner in which their linguistic and cultural backgrounds impacts on 
their entry and experience of entrepreneurship in Australia through the concept of the accent 
ceiling (Collins &Low, 2010). 
The 80 informants were chosen via a stratified, snowballing sampling methodology 
designed to include women from 10 Asian economies: Laos, Thailand, Vietnam, Indonesia, 
Malaysia, the Philippines, Singapore, China, Hong Kong, and Taiwan. The informants were 
active across an extensive variety of business areas, including property and business services 
(20), retail trades (20), and wholesale trades (1 I), personal and other services (7), 
accommodation, cafes, and restaurants (5), health and community services ( 9 ,  education (3), 
construction (3), finance and insurance (2), and manufacturing (2). At the time of the interview, 
64 of the 80 women had their businesses situated in commercial locations while the rest were 
home based. The informants either formed new businesses or restructured existing ones, 
highlighting the pioneering nature of their entrepreneurship. Seven of the informants were found 
to have low English-speaking fluency (Collins & Low, 2010). 
The Sydney research rejected the simplistic view that immigrant women are 
undereducated for entrepreneurship. The Sydney informants revealed how rooted their 
entrepreneurial experience has been in kinship, friendship, past work, and professional networks 
when they established and developed their businesses. The Sydney fieldwork explored the extent 
the informant's ethnicity shaped the nature of their customer base and supply chains. Forty of the 
informants were engaged in a form of international business activity. One theme that has 
materialized from the Sydney research is the significance of personal relationships and family 
responsibilities in shaping owners' experience as entrepreneurs. Another strong theme that 
emerged is the way that daily entrepreneurial decisions made by the 80 Asian women were 
rooted within social relations within the family and social networks with the ethnic community 
(Collins & Low, 2010). 
The Sydney fieldwork showed some of the ways that gender, ethnic and racial difference 
form resources that female immigrant entrepreneurs bring to their business enterprises in 
Australia today, including human capital and social capital. 
Dencker, Gruber, and Shah (2009) studied the extent to which a founder's pre-entry 
knowledge of business activity and pre-entry management experience affected the success of 
early-stage business planning and product-line change. The authors examined new firms founded 
by unemployed individuals. They used survey data collected from 436 individuals in the Munich 
region who founded their own firms as an alternative to continued unemployment. Survey data 
was analyzed on these firms formed by unemployed individuals using discrete-time event history 
analysis. 
Dencker, Gruber, and Shah (2009) bridged two sets of literatures, that is, those that 
examined the effects of pre-entry experience on firm survival and those that examined learning. 
The authors gathered data through a one-time survey disseminated to unemployed individuals 
who founded a firm with limited financial assistance from a branch of the German Federal 
Employment Agency serving the Munich region (N= 436). The firm was the central unit of 
analysis. They began the data collection by conducting 15 in-depth qualitative interviews with 
fum founders and staff members of Munich's Federal Employment Agency to gain a profound 
understanding of the challenges dealt with by these founders, their accessibility to resources, and 
the process by which they created, researched, and pursued their entrepreneurial opportunities. 
In the spring of 2005, the survey was mailed to the home addresses of all 1,892 members of the 
2001 cohort of funding recipients. A total of 456 responses were received resulting in a response 
rate of 24.1% (Dencker, Gruber, & Shah, 2009). 
There was a possibility of response bias in the sample. The authors used Harman's one- 
factor test to evaluate the degree to which common method bias might influence the findings. 
The chief components factor analysis of the main variables showed that three factors had eigen 
values greater than one accounting for 83% of the variance in the data. The authors estimated the 
process by which new businesses either survive or fail using discrete-time event history analysis 
(Dencker, Gruber, & Shah, 2009). 
The results indicated that pre-entry knowledge considerably amplified the probability of 
firm survival, with pre-entry management experience having a minor positive effect on the 
probability of firm survival. The results showed that greater intensity in planning was linked with 
a major reduction in the chances of firm survival which was opposed to Hypothesis 1A. Product- 
line change was linked with a significant increase in the probability of firm survival which 
supported Hypothesis 2A. In particular, results showed that firm survival was more likely if the 
owner modified the product line. Results specified that there was a significant interaction among 
pre-entry knowledge, management experience, and planning. The findings suggested that 
planning offered no advantage or increased survival rates (Dencker, Gruber, & Shah, 2009). 
Overall, the fmdings revealed that learning activities have both positive and negative 
effects of new firm survival rates, and that pre-entry knowledge and management experience 
moderated the impact of these learning activities on a business' survival chances. 
Early-stage business planning was correlated to a decrease in survival. As hypothesized, 
the authors found that pre-entry knowledge and management.experience were correlated with an 
increase in the survival benefits of early-stage business planning. Engaging in higher levels of 
planning was detrimental to founders with low levels of pre-entry knowledge and management 
experience. The findings showed that product-line change increased firm survival (Dencker, 
Gruber, & Shah, 2009). 
The generalizability of the findings may be limited by the national context in which the 
study was done. The small size and endowments of the firms studied and the fact that the authors 
examined founders who were previously unemployed may have affected the generalizability. 
The findings are subject to unobserved heterogeneity. The basic finding that pre-entry 
knowledge and management experience improve the survival benefits of subsequent learning 
activities should generally hold true across entrepreneurial contexts. 
Using confidential microdata from the U.S. Census Bureau, Fairlie and Robb (2009) 
investigated the performance of female owned businesses and male owned businesses. Using 
regression estimates and a decomposition technique, the authors explored the role that human 
capital, especially through prior work experience, and financial capital play in contributing to the 
reason female-owned businesses have lower survival rates, profits, employment, and sales. 
The 1992 Characteristics of Business Owners (CBO) survey was conducted by the U.S. 
Census Bureau that provided economic, demographic, and sociological data on business owners 
and their activities. The average probability of a business closure between 1992 and 1996 is 
24.4% for female owned firms and 21.6% for male owned f m s .  Female owned firms are 
considerably smaller on average than are male owned firms. The mean of log sales among 
female owned firms was 9.57 compared with 10.36 for firms owned by men in 1992. The 
average employment was also much smaller for female owned firms than male owned firms. 
Firms owned by men were much more likely to have larger sales than firms owned by women. In 
summary, estimates from the CBO showed that female owned businesses were more likely to 
close, less likely to have profits of at least US$10,000, and less likely to employ employees than 
businesses owned by men (Fairlie & Robb, 2009). 
The authors focused on the factors measurable with CBO microdata, such as human 
capital, business human capital, and financial capital. The standard economic model predicted 
that these factors were essential inputs in a firm's production process. The models estimate had 
moderately parsimonious specifications that focused on the more exogenous owner and firm 
characteristics that predicted business success. When the owner and firm characteristics 
associated with business success were identified, the authors used the CBO data to approximate 
how gender differences in these factors contributed to femalelmale differences in business 
outcomes. The CBO data contained information on four major business outcomes, namely, 
closure, profits, employment, and sales. These measures when taken together provided a fairly 
all-inclusive picture of business success (Fairlie & Robb, 2009). 
The findings of the study found that female owned businesses were less successful than 
male owned businesses as they have less startup capital, less business human capital obtained 
through prior work experience in a similar business, and less prior work experience in a family 
business. The authors found evidence that female business owners worked fewer hours and may 
have dissimilar preferences for the goals of their businesses which could have repercussions for 
business outcomes (Fairlie & Robb, 2009). 
Lee, Jasper, and Fitzgerald (2010) investigated the effect of gender on business success 
and profit growth among family businesses. Data for this study were obtained from the 1997 and 
2000 panels of the National Family Business Survey (NFBS). The 1997 data were from a 
nationally representative sample of family businesses. Telephone interviews were used to screen 
households in the U.S. to categorize family owned businesses. Subsequent interviews were 
conducted with the business manager. For the data analyses, observations with missing values 
were dropped and this procedure resulted in a sample of 365 business managers. The sub- 
samples of this study consisted of male and female managers (Lee, Jasper, & Fitzgerald, 2010). 
Frequencies and means were executed to acquire descriptive information on all variables 
in the multivariate analyses. Cross-tabulations and t-tests were performed to establish differences 
between male and female managed family businesses. To examine the effect of gender on 
business success and profit growth over time, this study employed ordinary least squares (OLS) 
regression analyses. The dependent variable, business success, was measured both subjectively 
and objectively. The independent variables were categorized by human capital or personal 
demographics of the manager, social, financial capital of the business, managerial activities, and 
demographic characteristics of the business. The t-tests showed significant mean differences in 
the levels of perceived business success, 1996 business profit, and the percentage change in 
business profit between 1996 and 1999 between male and female managers (Lee, Jasper, & 
Fitzgerald, 2010). 
The OLS results indicated that female managers perceived their businesses as more 
successful than male managers, and reported more profit growth between 1996 and 1999 than 
male managers. The results of the dummy variable interaction approach also showed that a 
differential response existed in profit growth over time between female and male managers as 
regards to health status, business liabilities, business size, and whether the business was home- 
based. This study concluded that there are many discrete differences between male and female 
managers in business performance (Lee, Jasper, & Fitzgerald, 2010). 
However, in terms of limitations, this study utilized a single-item indicator to measure 
community support. A more robust measure could add insight into the connection between social 
capital and firm performance. 
Muhammad and Isa (2009) explored business success in an Asian context. Chinese firms 
have managed to survive, grow and succeed in various parts of the world. Earlier research found 
that their success factor was related to their socio-cultural context. However, prior studies have 
found similarities in the cultural values of the Malays and Chinese which is derived from "Budi 
Complex" and "Confucianism" respectively. It was based on certain selected values related to 
self, time, and epistemology (Muhammad & Isa, 2009). 
This paper identified other reasons behind the success factor of the Chinese as compared 
to Malay small firms. From the perspective of the Knowledge Based View theory (KBV), it is 
proposed that cultural values are not a mere factor that affects the way Chinese small firms 
market their operation. The current study proposed that the way Chinese and Malays obtain and 
share knowledge has a major contribution to their success or their failures (Muhammad & Isa, 
2009). 
The authors endeavored to comprehend the cultural values and knowledge achievement 
of the Chinese in comparison to Malay owner-managers in Malaysia. The role of knowledge that 
is manifested by the KBV was scrutinized for its contribution to their success and the role of 
culture as a determinant of management styles and functional area in decision-making 
(Muhammad & Isa, 2009). 
For both Chinese and Malays, their cosmological vision intrinsic in their value systems 
implies a co-operative and harmonious alliance with nature. Therefore, the Malays and Chinese 
may have a greater tendency to work with it. From a sociological standpoint, the family is a 
fundamental unit of society for the Chinese. Being managed and owned by family members is a 
main characteristic of a Chinese organization. A success factor that leads to business success 
among Chinese is the moral values and responsibilities of Chinese leaders and their roles as 
guardian and provider of employees' fare. A strength of the Chinese leader is his extraordinary 
business sense. This uncommon high business sense is shaped by the Chinese cultural values, 
emphasizing importance of elevating the family name (Muhammad & Isa, 2009). 
The authors perceived that culture is not a mere factor for Chinese success but how they 
acquire knowledge also plays a part in their success. Pertaining to these findings, numerous 
propositions were formed (Muhammad & Isa, 2009). 
Swinney, Runyan, and Huddleston's (2006) empirical study examined the possible 
educationlgender interaction effect on performance of firms operating in the retail and service 
sectors. Business performance results were collected from small business entrepreneurs in a mid- 
westem state operating in retail and services industries. This study was limited to f m s  in small- 
to-medium (less than 30,000 population), nonurban rural communities. The study utilized a 
purposive sample. The research question was whether performance of firms operating in the 
retail and services sectors would be significantly diverse when a male or a female owned a firm. 
From previous studies showing the impact of gender on firm performance and identification of 
differences in formal educational levels between male and female entrepreneurs, the research 
explored the gender and education level of the entrepreneur as possible influences on small firm 
performance within the retail and services sectors. The authors were additionally interested in 
examining firm performance of male or female owner dominant business types within the retail 
and services sectors (Swinney, Runyan, & Huddleston, 2006). 
Numerous hypotheses guided the research after an extensive literature review. Therefore, 
in the current research, performance measures were subjective measures. Performance was 
measured by owner response to questions about their firm's performance using a Likert scale. 
The sample consisted of 267 ownerlmanagers of small businesses within the Central Business 
District of downtown in 11 communities in a mid-westem state (Swinney, Runyan, & 
Huddleston, 2006). 
ANOVA results showed that education did not significantly impinge on firm 
performance ( F  = 2.266, p < 0.082) but gender did have a statistically significant effect ( F  = 
5 . 8 0 1 , ~  < 0.017). Thus, the authors rejected Hla  and accepted Hlb. All responses were next 
analyzed for the likely interaction of gender and education on f i  performance using a 2 
(gender) x 4 (educational level) factorial design. Results showed a significant interaction effect 
of genderleducation on firm performance (F = 4.808, p < 0.003). As a result, Hlc  was rejected. 
The educatiodgender interaction effect on performance score was not significant (F= 1 .205 ,~  < 
0.3 1). Thus, H2a, H2b and H2c were not supported. The educatiodgender interaction effect on 
reported performance score was not significant (F = 0 . 8 1 9 , ~  < 0.49). The level of education and 
the gender of the owner operating a firm in the male-owner dominated business types had no 
significant effect on firm performance. Hence, H3a and H3c were supported, but H3b was 
rejected (Swinney, Runyan, & Huddleston, 2006). 
The research found that in these industries, gender and education worked together to 
impact reported firm performance, supporting prior non-industry specific research. The pattern 
of reported firm performance between the genders showed that male entrepreneurs with a high 
school education reported the highest fm performance scores overall. Female entrepreneurs 
with a college degree reported the highest firm performance scores among female entrepreneurs. 
The type of business and owners was not as important to reported performance as the industry of 
operation (Swinney, Runyan, & Huddleston, 2006). 
The area of operation (male or female owner dominant) appears to have a bearing on the 
self-reported firm performance scores which needs to be researched. Research should be 
undertaken to clarify patterns of performance reporting between the genders. The f m ' s  
performance score may be due to some disparity in schema. 
Unger, Keith, Hilling, Gielnik, and Frese (2009) examined precursors and outcomes of 
deliberate practice activities in South Afican small businesses. Given the significance of small 
business to societies, scientific effort is needed to gain an understanding of the psychological 
factors that promote successful small business activities. In this study, the authors used the 
concept of "deliberate practice" from expertise research to better comprehend the process of 
learning in small business in developing contexts. Deliberate practice consists of individualized 
self-regulated and effortful activities intended to improve one's current performance level. The 
authors were interested in how small business owners develop their individual competencies to 
successfully run their businesses. 
The theoretical arguments formed the basis for the hypotheses tested in this research. The 
sample included 90 business owners from Cape Town (South Africa) and surrounding 
suburbs/townships. The authors utilized a structured interview as the main instrument. All 
interviews took place at the owner's workplace. The authors first conducted two pilot studies in 
Mombasa (Kenya) and Cape Town (South Africa). Altogether, they interviewed 35 business . 
owners to test whether any of the deliberate practice activities identified in other domains were 
applicable to small business. The final measure for deliberate practice included quality and 
quantity of deliberate practice (a = .94). The authors measured entrepreneurial knowledge with 
three tests: declarative business knowledge, procedural marketing knowledge, and business 
knowledge structure (overall a = .75). The authors completed a confirmatory factor analysis in 
which the three measures were loaded equally on one common factor. The model had an 
excellent fit (XZ [2, N = 901 = 0:33,p = .85; comparative fit index = 1 :O; goodness of fit index = 
.99; root mean square error of approximation = .00) and the three measures had loadings of .70 
or higher on the common factor. To test the overall hypothesized model of entrepreneurial 
knowledge and business growth, the authors applied structural equation modeling (Unger, Keith, 
Hilling, Gielnik, & Frese, 2009). 
The authors tested direct effects by examining parameter estimates of respective paths in 
the model and indirect effects using Sobel's first-order solution (MacKinnon, Lockwood, 
Hoffinan, West, & Sheets, 2002) (as cited in Unger, Keith, Hilling, Gielnik, & Frese, 2009). All 
hypotheses were directional and were tested one sided. The model fit the data well (X2 [4; N = 
901 = 4:24, p = .38; comparative fit index = 1.00; goodness of fit index = .99; root mean square 
error of approximation = .026). 
There was a direct impact of deliberate practice on entrepreneurial knowledge and an 
indirect impact on business growth via entrepreneurial knowledge with South African business 
owners. Cognitive ability and education were recognized as precursors of deliberate practice. 
Findings underscored the importance of continuous proactive learning efforts in small business 
(Unger, Keith, Hilling, Gielnik, & Frese, 2009). 
This study did not examine possible motivational preconditions of deliberate practice 
such as learning orientation or personal initiative. The positive relationship between education 
and deliberate practice may be a result of learning and meta-cognitive skills obtained during the 
period of education. The measures of sales, profit, and customer growth were self-report 
measures and not objective measures in terms of exact profitability ratios. The authors refiited 
the existence of bias in their study; however, it should be noted that the use of self-reported data 
can be subjected to a certain degree of response bias. Biases in the interviews are also possible. 
The cross-sectional design is a limitation. Although the authors argued that deliberate practice 
leads to the creation of entrepreneurial knowledge and then to business growth, reverse causation 
is also possible. The small sample size of this study is a limitation especially when using 
structural equation modeling. 
Williams and Jones' study (2010) empirically investigated the factors that impinged on 
the longevity of small, family-owned firms in Jamaica. The objective of the study was to 
establish whether or not succession planning in addition to other factors such as location, 
industry sector, fm size and education level of the owner influenced the longevity of firms. The 
research question was: "what internal and external factors influence the longevity of small, 
family-owned firms in Jamaica?" (Williams & Jones, p. 38). 
Employing variables from other empirical studies in other geographical jurisdiction, this 
study modeled the impact these variables have on the longevity of small, family owned 
businesses. A number of hypotheses were formulated. The analysis drew on data from over 260 
small, family-owned firms in Jamaica in 2005. The instrument utilized for the interviews covered 
an extensive range of business related issues. These included: demographic characteristics, 
business leadership, ownership structure, succession planning, planning, governance and 
citizenship, and generational information. The questions were developed based on a wide- 
ranging survey of the extant literature, feedbacks from experts in the field and pilot testing of 
earlier drafts of their instrument (Williams & Jones, 2010). 
The variables in this study were classified into dependent and independent. The 
dependent variable is longevity, as captured by the age of the fm. The independent variables 
include: educational level of the owner as measured by the highest level of schooling achieved, 
size of the firm as measured by the number of employees, industry sector as measured by the 
productive sectors in which the firms operate as identified by the Planning Institute of Jamaica 
(PIOJ3) and location of the firm defined by rural or urban areas (Williams & Jones, 2010). 
The ANOVA technique was utilized to capture the relationship between longevity and 
the independent variables. The findings revealed that the possession of a succession plan, size 
and location of the firm affect longevity. The authors reported that family-owned firms that 
functioned under informal structures were not good for long-term survival (Williams & Jones, 
2010). 
Some of the study's limitations were its small sample size and variables. The study's 
findings may not be generalizable. Some of the variables' operationalization in the study may 
have affected the results. 
Tundui and Tundui (2012) examined the impact of survival and growth strategies 
implemented by women micro and small business on performance of their enterprises. 
Hypotheses were formulated after an extensive literature review. The data utilized in this study 
were acquired through a survey of microcredit borrowers from PRIDE Microfinance program in 
Tanzania. To ensure the reliability of the study results was maintained, the main study was 
preceded by a pilot study. After the pilot study, groundwork for the main study followed that 
involved modification of the questionnaire. Furthermore, to circumvent the problem of selection 
bias, clients were clustered based on their loan sizes and then randomly selected from PRIDE'S 
list of clients (Tundui & Tundui, 2012). 
This study involved the utilization of a cross-sectional design that collected information 
at one point in time. A qualitative measure of enterprise growthlperformance was used for the 
dependent variable. Independent variables included the variables representing entry, survival, 
and growth strategies implemented by business owners. Age, marital status, education, 
possession of business skills and experience, and business characteristics were control variables 
(Tundui & Tundui, 2012). 
The correlation analysis showed that non-separation of household resources from 
business resources, ownership of multiple enterprises and household incomes, were positively 
correlated with business profitability. Loan size was positively correlated with business age and 
owners' age. On the other hand, loan size was negatively correlated with household income. The 
study utilized logistic regression analysis to evaluate the data (Tundui & Tundui, 2012). 
To assess the model fit and adequacy, Hosmer-Lemeshow test (RZ L) was utilized. 
According to the R2 L value, 68 percent of the variance of enterprise profitability was explicated 
by the study's data. These results demonstrated that there was not a high correlation among 
independent variables in the analysis, and therefore any serious problem of multicollinearity 
among the variables was unlikely. Among the entry and survival strategies assumed by the 
business owners, only three variables had a significant effect on enterprise profitability: 
ownership of multiple enterprises, intermingling of business and household resources (Tundui & 
Tundui, 2012). 
Results showed that the practice of free family labor in the company as a survival 
strategy was negatively affecting enterprise profitability. Amongst individual and household 
variables incorporated in the investigation, only household income and marital status had 
significant effect on business profitability. Of the business characteristics and business 
management experience, ownership of business abilities related to operations and age of business 
were the only two variables that significantly predicted business profitability. The reason for 
business start-up did not have a significant effect on enterprise profitability (Tundui & Tundui, 
2012). 
The study results have shown that among the growth strategies adopted by owners, 
non-separation of business resources from household resources and ownership of multiple 
enterprises have a positive effect on enterprise profitability, while unpaid family labor has a 
negative effect on enterprise profitability. Household income and business skills had a positive 
effect on enterprise performance (Tundui & Tundui, 2012). 
These fmdings imply that micro and small business growth is a multi-dimensional facet 
that is controlled by innumerable variables, such as individual owners, company characteristics, 
entry, survival and development strategies espoused by business owners and the overall business 
environment (Tundui & Tundui, 2012). 
There are a number of limitations in this study. It is likely that female businesspersons 
who are not associates of micro credit programs will implement dissimilar survival and growth 
approaches. The manner in which these approaches transform into business success has not been 
the focus of this study. Research in the future could investigate the way these tactics and 
domestic level factors and abilities decipher into women owned companies' performance. 
Ainin, Kamarulzaman, Farinda, and Azmi (2010) examined the determinants of business 
performance of small medium enterprises (SMEs) professional service businesses in Malaysia. 
Specifically, the study analyzed the relationships between entrepreneur and business 
characteristics with business performance. Factors associated with entrepreneur characteristics 
include gender, age, ethnicity, education, and working experience. The business characteristics 
examined were years of establishment, start-up capital, number of employees, business's origin 
and legal status. The study adopted a quantitative approach utilizing a questionnaire survey to 
gather data. The questionnaires were distributed to business owners of SMEs in Malaysia 
involved in providing professional services in the areas of law, architecture, engineering and 
accounting. Questionnaires were mailed to 2,376 businesses. Three hundred and fifty-three 
completed questionnaires were returned. Based on the database and the parameters imposed, 
probability sampling was deployed. 
Among all the variables, year of establishment, size of employees and start-up capital 
showed the strongest relationship with business performance, which was represented by the net 
profit (p < 0.01). The result showed that there was a statistically significant relationship between 
business ownership and source of capital and business performance at the 5% level (p < 0.05). 
The result showed that the entrepreneur's gender and age had a significant relationship with 
business performance at the 5% level (p < 0.05). Other variables such as ethnicity, education, 
and working experience revealed an insignificant relationship with business performance (Ainin, 
Kamarulzaman, Farinda, & Azmi, 201 0). 
Additional analysis on the relationship between the business characteristic and business 
performance found that the years of establishment, business set-up, and number of employees, 
business environment, ownership, start-up capital, business structure, and source of capital were 
important to business performance. The study also examined the connection between the 
entrepreneur characteristic and business performance and found that gender and age of the 
entrepreneur significantly influenced business performance. Business owners who were male and 
older comparatively performed better than business owners who were younger females (Ainin, 
Kamarulzaman, Farinda, & Azmi, 201 0). 
There are numerous limitations in this study. First, the study utilized a survey research 
method, which greatly relied on the respondents answering questionnaires. As the questionnaires 
were sent to the entrepreneurs of the SMEs, the study presupposed that the questionnaires were 
actually answered by the business' entrepreneurs themselves. Second, the questionnaire used the 
English language in a country where this is not the main language. Hence, the study presupposed 
that respondents would have no difficulties in comprehending the questionnaire. Third, the 
questionnaire was mostly derived from prior studies of American and European culture and 
values. As such, the study assumed that the local culture and values would not affect the 
respondents' views and consequently, the research findings. 
This study could be further expanded by including the impact of other variables such as 
marketing, innovation and technical capabilities on the business performance of SMEs. It would 
be of much significance to examine whether SMEs would perform better if their entrepreneurs 
are provided with this knowledge. This study could also be extended to other types of businesses 
such as retail, medical and manufacturing, large or medium sized businesses. 
Robb and Fairlie (2009) investigated the performance of Asian-owned businesses 
utilizing confidential micro data from the US Census Bureau. The 1992 Characteristics of 
Business Owner (CBO) survey was carried out by the US Census Bureau to provide economic, 
demographic, and sociological data on business owners and their activities. The CBO is unique 
in that it includes specific information on the characteristics of business owners and the 
characteristics of their businesses. 
Using regression estimates and a non-linear decomposition technique, the role that class 
resources plays was investigated as contributing to the relative success of Asian businesses. 
These resources are comprised of financial capital and human capital. Estimates from the CBO 
showed that Asian-owned businesses have better average outcomes than white-owned 
businesses. Asian firms are 16.9% less likely to close, 20.6% more likely to have profits of no 
less than $10,000, and 27.2% more likely to employ employees than white firms. Asian business 
owners have comparatively high levels of education. Forty-six percent of Asian business owners 
have a college degree, compared with 33% of white business owners. A nonlinear decomposition 
technique was utilized to measure the involvement of racial differences in firm and owner 
characteristics to disparities in business outcomes between Asian and white owned businesses. It 
was established that Asian-owned businesses were more successful than white-owned businesses 
for two main reasons: (1) Asian owners had high levels of human capital, and (2) Asian 
businesses had considerable start-up capital (Robb & Fairlie, 2009). 
There was no explanatory power from Asianlwhite differences in previous work 
experience in a related business in determining racial differences in business outcomes. The 
study did not investigate whether other factors such as social capital and other ethnic resources 
are important for the success of Asian owned businesses. 
Abou-Moghli and Al-Kasasbeh (2012) examined the possible impact of social network 
practice in the success of business start-up. The study tested the following hypothesis: "There is 
no statistical significant impact of social network at the level (a = 0.05) in the success of business 
start-up (p. 5)." The study utilized a quantitative method to establish if social network 
(independent variable), can affect business start-up (dependent variable) in Jordan manufacturing 
companies. The study's population were made up of plastics and rubber companies in Jordan. 
The study's population was separated into two sections, that is, manufacturing businesses for 
plastics and manufacturing businesses for the rubber industry (Abou-Moghli & Al-Kasasbeh, 
2012). 
The study utilized a random stratified sample to withdraw a representative sample. There 
were 105 questionnaires that were used. The data was analyzed using the Statistical Package for 
the Social Sciences (SPSS) software. Both individual and work-related variables were selected. 
The variables comprised: sex, age, education, work experience, and the present job position. 
Frequencies and percentages of the demographics were analyzed (Abou-Moghli & AI-Kasasbeh, 
2012). 
Reliability analysis, descriptive statistics, and regression analysis were completed. 
Results discovered that plastic and rubber manufacturing companies' owners in Jordan were 
generally males between 40-49 years of age with a bachelor degree and were experts in their 
present jobs for over a decade. The study's survey items were of logical satisfactory reliability. 
The null hypothesis was rejected and the alternative hypothesis was accepted; this is a suggestion 
that there was statistical significant effect of social network usage in business start-up. The study 
discovered numerous findings most notably that there was a statistical significant effect of social 
network in business start-up (Abou-Moghli & AI-Kasasbeh, 2012). 
This study examined its hypothesis constructed on data given by participants. Afterward, 
the hypothesis test relied on individual opinions and authentic experiences. These results relied 
profoundly on the truthfulness of the participants in responding to questions. The study results 
could be generalized for the manufacturing sector in Jordan. 
Fahed-Sreih and Morin-Delerm's (2012) study tested the impact of leadership qualities 
and aptitudes that would indicate successful Lebanese small business owners and managers. The 
research model was made up of six variables. The variables were as follows: accomplishment of 
small businesses owner manager, gratification from feeling success in achieving or being the first 
to attain a complex assignment, achieving a standard of superiority, favoring jobs in which they 
can implement specific ingenuities in problem solving, and craving regular specific criticism 
about performance. The study tested four hypotheses. 
Data collection was completed utilizing surveys that were completed by Lebanese small 
business owner and managers. The sample was predominantly males. The small business owners 
in the sample were 60% of all responses and the managers were 40%. Linear regression was 
utilized in this study. Also, regression and output statistical results were obtained through use of 
the SPSS statistical software (Fahed-Sreih & Morin-Delerm, 2012). 
The results demonstrated that the only important independent variable relevant to the 
success of dedication to excellence was the dedication to achieve a standard of distinction 
(Fahed-Sreih & Morin-Delerm, 2012). 
Hypothesis 1 projected that successful small business owners andlor managers would be 
content from feeling success and or being first in achieving a complex job. The regression 
analysis performed in this study discovered that the first hypothesis was rejected. Hypothesis 2 
projected that successful small business owners and/or managers would like to achieve 
excellence. The results' analysis showed that they do. Hypothesis 3 projected that successful 
small business owners andlor managers would favor businesses in which they can implement 
specific ingenuities in problem solving. The results' analysis discovered that hypothesis 2 was 
rejected. Hypothesis 4 projected that successful small business owners andlor managers would 
aspire for recurrent, concrete criticism about their operations. The results' analysis of the study 
showed that the hypothesis was rejected (Fahed-Sreih & Morin-Delerm, 2012). 
The research confirmed that the following traits: gratification from feeling successful, 
being first in completing tough jobs, favoring jobs in which they can exercise specific creativities 
in problem solving, and craving recurrent, and solid criticism about performances were not 
associated with business success (Fahed-Sreih & Morin-Delerm, 2012). 
The study was based on a sample of Lebanese small business owner and managers. These 
small businesses were taken from the following sectors: services, entertainmentlfood, tourism, 
and manufacturing. This might be observed as a sample bias. Some of the weaknesses of the 
study may possibly be the sincerity of the small business owners and managers who completed 
the survey and accordingly this would generate improper results. A limitation ofthe study is its 
minute sample which may not be reflective of Lebanese business environment. Another 
noteworthy limitation is the dissimilarity between Lebanese and American cultures where the 
initial studies were performed. The most limiting inference is the relationship between 
independent variables is in some way high and is the reason that only one lone independent 
variable was significant. 
More research could be performed on a wider scale; therefore, including a larger quantity 
of individuals from various districts. Likewise, diverse assessment methods could be 
implemented. Several other inquiries that relate circuitously to variables could be utilized to 
calculate responses. 
Fine, Meng, Feldman, and Nevo (2012) investigated the psychological facets of 
successful entrepreneurship in China. A number of hypotheses were developed. Data was 
gathered from businesspersons in Eastern China. Participants were alumnae of government 
subsidized entrepreneurial training program whose companies were under review observation by 
auditors (Fine, Meng, Feldman, & Nevo, 2012). 
The four variables in this study were age, cognitive ability, skills, and experience. For 
measuring personality, Job Performance Personality Inventory was implemented. Cognitive 
ability was established by combining scores from tests. A modified biodata list was invented for 
this study. This list consists of Likert-type items gauging personal data, knowledge, and business 
aptitudes. Criteria measures were established for this investigation: auditor appraisals and self- 
appraisals. The auditor appraisal was a form that evaluated important personality qualities, 
abilities, and performance. The managers' self-appraisal form consisted of items calculating a 
variety of characteristics of successful entrepreneurship: customer service, famousness, general 
fulfilment with the company, cost-effectiveness, contentment with the business's development, 
achieving financial targets, upsurge in family revenue, individual income, business integrity, and 
strategies to reinvest revenues back into the business (Fine, Meng, Feldman, & Nevo, 2012). 
This project commenced by completing a broad assessment of the professional work 
completed up to the present time in Western and Eastern literature. A methodical job analysis of 
focus groups was then completed. These focus groups were made up of 50 subject matter 
experts. Personal interviews were conducted. The outcomes of these efforts formed key 
entrepreneurial competencies. A contemporaneous authentication architype was then completed 
to revise these competencies to determine their correlation to business success (Fine, Meng, 
Feldman, & Nevo, 2012). 
Descriptive statistics illustrated that virtually the entire predictor and criteria scales had 
adequately high internal consistencies, and were typically distributed in general. The results 
implied that brilliant adolescents who have learned germane business abilities, and have had 
previous business knowledge were more probable to develop into efficacious businesspersons. 
Furthermore, the results showed that persons, who are gregarious, have experience, meticulous, 
and friendly may have further feat as businesspersons than those who were not. It was also 
ascertained that the character qualities associated to risk-taking inclination, acceptance for doubt, 
honesty and flexibility, and self-assurance, as well as intellectual aptitude and pertinent abilities, 
were positively correlated to efficacious entrepreneurship. This indicated that these qualities are 
important capabilities for successful entrepreneurship among various cultures. 
The results suggest that brilliant adolescents who have learned germane business 
proficiencies, and have had previous business knowledge are more probable to become 
efficacious businesspersons. 
Lee and Steams (2012) investigated a model that integrated the relationship between the 
motivations of female entrepreneurs and critical success factors in female owned business. The 
authors examined the relationship of three variables: motivation factors, critical success factors 
and performance. The literature on female entrepreneurial motivation classified 10 variables: (1) 
lack of job satisfaction, (2) existence of opportunities, (3) need to be one's own boss, (4) 
autonomy and flexibility, (5) need to make more money, (6) independence, (7) wish to realize an 
ambition, (8) put knowledge to use, (9) personal challenge, and (10) achievement. 
The model created for Lee and Stearns' (2012) study originated from the publications by 
a number of authors such as Kalleberg and Leicht (1991), Lee (1999), Lussier and Pfeifer (2001), 
Watson (2003), Yusuf (1995) and numerous others who posited that small business success is the 
moderating variable of female entrepreneurs' motivations and performance (as cited in Lee & 
Stearns, 2012). 
A questionnaire was sent to 1,187 Korean female business owners whose names were 
randomly drawn from the Korean Female Entrepreneurs Association O(WEA) membership 
directory. This study was part of a larger study on cross-cultural differences of female owned 
businesses. To make certain that there was no bias by geography or category of business, the 
sample was randomly selected alphabetically, geographically and on category of business. Prior 
to finalizing the questionnaire, a pilot test was performed with members of the Business 
Incubator at Kangnam University. Responses were received from 233 f m s  for a 19.6 percent 
response rate. Five responses were incomplete and, consequently, eliminated from the analysis 
resulting in a final sample size of 228. Respondents were asked to specify, (1) the business in 
which they operate, (2) the kind of organization, (3) annual sales, and (4) number of employees 
(Lee & Steams, 201 2). 
To gauge critical success factors and motivations of the female business owners of the 
firms in the sample, respondents were requested to specify on a five-point Likert scale the 
weighted importance of the motivations for establishing their own business. They were asked to 
specify on a five-point Likert-type scale the weighted importance of the success factors of their 
business. They were also asked to indicate on a five-point Likert-type scale how the latest sales 
and profitability improved for the last years (Lee & Steams, 2012). 
Since the focal point of this empirical study was on the relationship of motivations, 
success factors, and business performance in female owned business, a structural equation model 
(SEM) analysis seemed appropriate. Before running AMOS (statistical software), a variety of 
constructs were checked for validity using principal component analysis with varimax rotation. 
In addition, reliability analysis was carried out using Cronbach alpha coefficients, a measure of 
internal consistency. The results confirmed that all constructs were valid and reliable (Lee & 
Steams, 20 12). 
10 items that assessed perceived motivations of female entrepreneurs were subjected to a 
principle component analysis. A three-factor solution was established to suitably characterize the 
data structure of the 10 items, accounting for about 70 percent of the total variance. These three 
factors characterized the motivations of entrepreneurial opportunities, independence and income, 
and entrepreneurial challenge. The internal consistencies of these measures were suitable with 
Cronbach alpha coefficients, which were all over .90. The 15 items measuring perceived factors 
of female owned business success were subjected to a principle component analysis. A four- 
factor solution was created to characterize the data structure of the 15 items, accounting for about 
71 percent of the total variance. These four factors represented the critical success factors of 
family support and knowledge, communication skills and knowledge of business, product 
competency and business capability, and accessibility of resources. The internal consistencies of 
these measures also were suitable with Cronbach alpha coefficients, which were all over .90. 
Analysis was performed to examine the relationships among variables. All nine independent 
variables demonstrated significant positive correlation. The SEM gave strong support for the 
hypothesized relationships connecting entrepreneurial motivations, female owned business 
success, and performance (Lee & Steams, 2012). 
The model offered strong support for hypothesis 1 predicting a positive relationship 
between motivations of female entrepreneurs and success of female owned business. A limit of 
the model is that it specified that female entrepreneurial motivation was more correlated to 
independence and income (0.703) or entrepreneurial challenge (0.797) than entrepreneurial 
opportunities (0.493), though all are statistically significant. The model gave strong support for 
hypothesis 2 predicting a positive relationship between the success of female owned business 
and business performance. Although the limits of the dimensions of the success of female owned 
business were significant, they were more correlated to communication skills and knowledge of 
business (0.746), product competency and business capability (0.817) or accessibility of 
resources (0.832), than family support and knowledge (0.482). These results support prior 
research about small-business success factors, human resources, the business owner's attributes, 
the entrepreneur's individual and environmental factors, and gender differences (Lee & Steams, 
2012). 
The findings of the study by Lee and Steams (2012) supports some essential relationships 
of the motivations of female entrepreneurs and the success and performance of female owned 
business; the study needed to analyze more factors other than those presented. 
Many empirical studies about small business success have been explanatory 
(correlational). The most prevalent method of data collection is through the use of a survey or 
questionnaire. There are also qualitatively obtained data about critical small business success 
factors. Few authors employed a case study analysis. From the empirical literature reviewed, 
most studies lack a sample size adequate for rigorous analysis. 
Research Questions 
This study intended to answer the following four research questions: 
RQl: Is there a relationship between the small business owner-manager's personal 
characteristics and business success in South Florida? 
RQ2: Is there a relationship between the small business owner-manager's culture and business 
success in South Florida? 
RQ3: Is there a relationship between the small business' characteristics and business success in 
South Florida? 
RQ4: Is there a relationship between the small business' location and business success in South 
Florida? 
The next chapter will explain the study's design and method to answer the above research 
questions. 
CHAPTER rn 
METHODOLOGY 
Chapter 111 presents the methodology that was utilized in this research about the 
relationship between the small business owner-manager's personal characteristics, small business 
characteristics, culture, location, and business success. This chapter includes a discussion of the 
research design, research methods and data collection method used for answering the research 
questions. 
This chapter includes a discussion on study design, inductive content analysis method 
and description of data. The population section comprises target population and accessible 
population. The sampling plan and setting section comprises sample size, convenience sampling 
plan, and eligibility and exclusion criteria. The instrumentation section includes the instrument 
used to appraise small business owner-manager's personal characteristics, small business 
characteristics, culture, location, and business success. The section of ethical consideration 
procedures and data collection methods expresses the ethical attention and measures that was 
appropriated to safeguard respondents during the collection of data. The assessment of the 
research procedure concerning internal validity and external validity is discussed. 
Research Design 
A non-experimental, qualitative, and descriptive research design is implemented to 
evaluate the relationships among the small business owner-manager's demographics, culture, 
small business characteristics, location, and small business success. The purpose of the research 
design is to answer the 4 research questions. 
A questionnaire was designed based on the small business owner-manager's personal 
characteristics, small business characteristics, culture, location, and business success 
to collect the data of this study. The survey instrument is comprised of questions about the 
demographics of the owner-manager of the small business, characteristics of the small business, 
culture of the small business owner, location of the small business, and business success. Both 
multiple choice and a seven point Likert scale is used to measure the responses. 
A "paper and pencil" survey was completed in person. Data was collected from males 
and females from various industries. Surveys were distributed to various small businesses in 
southeast Florida counties, Broward and Miami-Dade. The survey was distributed during 
business hours on weekdays, and on weekends for those businesses that are open. The survey 
used in this study includes five parts. 
In Part A, demographic information such as age, gender, managerial experience, 
educational level, and fluency in a secondary language of small business owner-managers is 
requested. There are a total of 6 items. 
In Part B, the questions request information on the small business characteristics: 
products/services (2 items), type of industry (1 item), type of customers (5 items), business 
structure (6 items), local governmental regulations (3 items), and years in business (1 item). 
In Part C, the questionnaire is centered on the culture of the small business owner- 
manager and is measured by 7 items. A 7-point Likert type scale is used. 
Part D of the questionnaire covers questions on the location of the small business. The 
location variables are city and neighborhood, and consist of 6 items on a 7-point Likert scale. 
Part E requests information on the gross sales from the small business owner-manager to 
measure the success of the business. There are a total of 4 items on a 7-point Likert scale. The 
instrument for this study is shown in Appendix A. 
Population and Sampling Plan 
Target Population 
The target population in this study is owner-managers of small businesses in the South 
Florida region. They were surveyed to provide data for this research study. An electronic list 
containing business statistics on the area was attained from the Hoover database. Additional 
information, as deemed necessary, was obtained from the US. Census Bureau Characteristics of 
Business Owners' Survey (CBO) and the Florida Department of State, Division of Corporations. 
Accessible Population 
The accessible population was obtained from Broward and Miami-Dade counties. 
Participants qualify by meeting the eligibility criteria. Participants must be small business owner- 
managers. Small business owner-managers must be 18 years and older. In order to be included in 
this study, participants must be willing and able to provide personal information as it relates to 
themselves and their businesses. Personal information includes age, sex, gender, educational 
level, ethnicity, business processes and other non-identifiable personal information. Owner- 
managers must be willing to provide information on the business such as years of establishment, 
current number of employees, nature of business, annual gross profit, gross sales and business 
structure. 
Individuals who are unable to participate include those who cannot speak English; 
individuals closely involved in the execution of the research; individuals who are not business 
owner-managers; individuals residing outside of Broward and Miami-Dade counties; and 
individuals below the age of 18. People who do not meet all of the inclusion criteria were not 
surveyed in this study. 
In order to participate in this study, respondents must be able to speak English. 
Respondents in this study are owner-managers of small businesses who are in various industries 
such as retail, food, service, construction, and manufacturing sectors. In order for an organization 
to participate in this study; it must be regarded as a privately owned corporation with less than 30 
employees and an annual net profit no more than USD$1,000,000. 
Setting 
The research setting for data collection is small businesses in the counties of Broward and 
Miami-Dade in Florida. U.S.A. 
Sampling Plan 
A convenience sampling plan was used to select participants. Upon entering a small 
business, either a store or office, the researcher requested to speak with the small business 
owner-manager. The owner-manager was asked to participate in the survey. When owner- 
managers agreed to participate, they were given a confidential survey questionnaire on a clip 
board with a pencil. If an owner-manager was not willing to participate, the next small business 
was visited. After completion of the survey, the owner-manager returned it to the researcher. 
The final data producing sample is a self-selected sample of those owner-managers who 
agreed to participate in this study. The researcher visited small businesses and received 154 valid 
responses. The final sample size of n = 154 was considered sufficient by the researcher for this 
study. 
Instrumentation 
A self-designed questionnaire was used to gather the research data. Questionnaire items 
were developed based on insights from the extant literature. The development of the 
questionnaire instrument allows for the derivation of variables that are analogous with earlier and 
current works in the field thus providing a stronger evidence base for future research. 
. In addition to the provided instructions within each section of the questionnaire, the 
researcher reassured the owner-managers that the survey is confidential and the names of the 
owner-managers will not appear in the research paper. 
The questions in the first section of the questionnaire collect demographic information on 
small business owner-managers. These questions in Part A solicit information on the small 
business owner-manager's age, gender, managerial experience, educational level, and fluency in a 
secondary language. 
In the second section, Part B, the questions request information on the small business 
characteristics such as products and services, type of customers, type of industry, small business 
structure, local governmental regulations, and years in business. 
Part C of the questionnaire is centered on the culture of the small business owner- 
manager. A 7-point Likert scale is implemented and varied from "strongly disagree" to "strongly 
agree". The items that define cultural identity are: "your 'country of birth' is very important to 
you", "cultural public holidays/events are important to this business", "business transactions are 
completed only with small business owner-managers of your culture", "in business, people of 
your culture are generally tough", "in your culture, small business owner-managers are 
generally aggressive", "in your culture, people are recognized for excellent performance and 
success", and "in your culture, people take pride in accomplishments". 
Part D covers questions on the location of the small business. A 7-point Likert scale is 
implemented and varied from "strongly disagree" to "strongly agree". The items that define 
location are: "this business is located in the city", "this business is located in a neighborhood", 
"most customers live nearby to this business", "employees live nearby to this business", 
"business' suppliers are located nearby", and "my business is situated in an ideal location". 
Part E requests information on the gross sales from the small business owner manager to 
measure the success of the business. A 7-point Likert scale is utilized and varied from "strongly 
disagree" to "strongly agree". The items that define business success are: "in the past year, sales 
have increased", "yearly gross sales for this business are above the industry's average", "the 
business has experienced a profit in the last three consecutive years", and "based on current 
sales, the net income for this business in the current financial year will most likely be higher than 
it was in the last financial year". 
Procedures: Ethical Considerations and Data Collection Methods 
The subsequent section defines ethical sensitivities that were taken to safeguard the 
study's respondents. The procedures of data collection are also discoursed. The various steps of 
the collection of data for this study will now be discussed. 
A request for this project was presented to Lynn University's Institutional Review Board. 
After receiving an endorsement fiom the IRB, the pencil and paper surveys were disseminated. 
Data was collected until a 100% response rate was attained. The data collection procedure is 
confidential, hence; all participants were protected. The IRE3 Report of Termination of Project 
from Lynn University was submitted to the IRB. The data collected will be saved electronically 
in a computer and protected by a password for a period of five years. 
Evaluation of Ethical Aspects of the Study 
This investigation was conducted in an ethical manner. The procedures as outlined by 
Lynn University Institutional Review Board (IRB) were followed. An IRB application was 
completed and submitted for an expedited review. Approval by the IRB was completed prior to 
conducting the study. Areas that must be covered for the IRB are an assessment of the method 
of participant selection, risk-benefit ratio, proof of informed consent from participants, 
maintenance and preservation of privacy and confidentiality (Institutional Review Board, n.d.). 
Proper approval and permission was gained from small business owner-managers to conduct the 
survey on business premises. 
Also, subjects were not placed at risk. The study's participants were well informed and 
received adequate description of the research's purpose. All participants were advised that the 
data collected in this study would be confidential and their names would not be used in the study. 
The data collected will be kept confidential (https://my.lynn.edu/ICS/Academics/Documents~ 
and~Forms.jnz?portlet=Institutional~Review~Board). 
This study was void of any fraud or bias including the manipulation of results or 
falsification of data to produce a desired response. Individuals cannot be identified by their 
surveys. 
Research Methods 
A general inductive approach was implemented in this study. Inductive content analysis 
is dependent on inductive reasoning, in which themes develop from the raw data through 
examination and appraisal. The general inductive approach provides a methodical set of 
procedures for analyzing qualitative data that can produce reliable and valid findings (Thomas, 
2006). 
The purposes for employing an inductive approach are (1) to summarize the extensive 
and varied raw data; (2) to create clear links between the research's objective and the summary 
findings resulting from the raw data, and (3) to advance a model or theory about the fundamental 
structure of experiences or processes which are apparent in the raw data (Thomas, 2006). 
In this study, the researcher followed a systematic procedure with the goal of reducing 
the mass of raw data. This enabled clear links to be defined within the objectives of the research, 
and allowed for findings to be transparent and defendable. 
Data was analyzed by software such as the spreadsheet to identify relationships between 
variables. Descriptive statistics of the sample were also analyzed. The four research questions of 
the study were answered as follows: 
Research question 1 was about the relationship between the small business owner- 
manager's personal characteristics and business success. 
To answer research question 1, the responses to the survey questions regarding the 
relation of small business owner-managers' to their business success and their demographic 
information were analyzed and conclusions were drawn. The average or mean of this relationship 
was calculated. 
Research question 2 was about the relationship between the small business owner- 
manager's culture and business success. 
To answer research question 2, an analysis was done of the relation of the small business 
owner-manager's responses to business success questions and the small business owner- 
manager's responses to culture items. The mode of small business owner-manager's responses to 
culture items was calculated. Small business owner-managers with the highest mode for culture 
items were then analyzed for their responses of business success questions. 
Research question 3 was about the relationship between the small business characteristics 
and business success. To answer research question 3, an analysis was done of the relation of 
small business owner-manager's responses to business success questions and their responses to 
questions on small businesses' characteristics. The average or mean of this relationship was 
calculated. 
Research question 4 was about the relationship between the small business location and 
business success. To answer research question 4, an analysis was done of the relation of small 
business owner-manager's responses to business success questions and small business owner- 
manager's responses to location items. The average or mean of this relationship was calculated. 
Evaluation of Research Methods 
The internal and external validity were observed to confer the strengths and weaknesses 
of this study's design. 
Internal validity: Strengths 
The use of a survey allows for generalization of the findings from a representative sample 
to the South Florida population. The sample is representative of small businesses in South 
Florida due to a survey of various ethnicities and particular industries in this region. 
The use of a "pencil and paper" survey allowed the researcher to test in a "natural" 
setting. 
A variety of variables were incorporated into the study from the theoretical and empirical 
literature. 
Internal validity: Weaknesses 
This research's non-experimental design is a disadvantage in comparison to an 
experimental design. 
A qualitative study is not as robust as a quantitative study. 
There are extraneous variables that could have affected the study that are beyond the 
control of the researcher. 
The possibility of selection bias exists as the final data sample is self-selected. 
External validity: Strengths 
The study is concentrated on various ethnicities and industries specific to the South 
Florida region. 
The survey in South Florida is conducted in various cities and neighborhoods; therefore, 
it is reflective of the views and practices of small businesses in these locations. 
External validity: Weakness 
The generalizability of the study findings are for South Florida specific industries. The 
findings cannot be generalizable to other locations. More research with a wider 
geographical attention is vital to extend the fmdings of this study. 
Chapter IV 
FINDINGS 
This chapter presents the findings of this study. The results of the proposed relationships 
between small business owner-manager's age, gender, managerial experience, educational level, 
fluency in a secondary language, culture; the small business' products and services, customers, 
industry, structure, local governmental regulations, years in business; the small business location 
within city limits and neighborhoods, and business success is provided. There is a discussion of 
the research questions. 
The study 
The following research questions guided the research: 
RQ1: Is there a relationship between the small business owner-manager's personal 
characteristics and business success in South Florida? 
RQ2: Is there a relationship between the small business owner-manager's culture and business 
success in South Florida? 
RQ3: Is there a relationship between the small business' characteristics and business success in 
South Florida? 
RQ4: Is there a relationship between the small business' location and business success in South 
Florida? 
Sample and Data Details 
In this study, small business owner-managers were selected to participate in person by 
completing a survey. The surveys took place during normal business hours between 9 am and 9 
pm on weekdays, and 9 am and 6 pm on weekends. During the implementation of the survey, 
numerous small business owner-managers declined participation. The final number of usable 
surveys was 154. The 154 sample included various businesses. These businesses are restaurants, 
construction corporations, after school programs, accountants' offices, vehicle towing services, 
plumbing services, electronic stores, commercial cleaning services, real estate offices, mall 
outlets, and women clothing manufacturers. The data from the surveys were recorded and an 
analysis of the data was completed using a spreadsheet. The research instrument was principally 
surveys distributed to each small business owner-manager. Although surveys are quantitative in 
nature; inductive content analysis was implemented for qualitative data. 
Characteristics of Small Business Owner-Managers 
The sample showed that small business owner-managers were dominated more by males 
(64.29 %)than females (35.71 %). The distribution among genders of the small business owner- 
managers is shown in the pie chart below: 
Figure 2: Gender Among Small Business Owner-Managers (Blue for MalesIPink for Females) 
.a,". Foil 
The largest age group was between 46-55 years old (43.51%), and the smallest age group 
was 26-35 (4.55%); as there were no small business owner-managers between the ages of 18-25. 
The majority of small business owner-managers were between 36-55 years old which totaled 106 
out of 154 participants. 
The majority of the small business owner-managers indicated that they are Americans 
(19.48 %) who were born in United States. The second highest ethnic background of small 
business owner-managers were Cubans (14.29 %) who were either born in the United States or 
naturalized. There was only one Bahamian (0.65 %) small business owner-manager who partook 
in the survey. 
Figure 3: Ethnicities Among Small Business Owner-Managers 
All small business owner-managers spoke English. At 35.06 %, Spanish was the second 
most spoken language of all the small business owner-managers surveyed. The language least 
spoken was Italian. 
Figure 4: Languages Among Small Business Owner-Managers 
Most small business owner-managers had a Bachelors' degree (36.36 %). The second 
highest educational level attained by small business owner-managers was a high school 
education at 28.57 %. There was one small business owner-manager who earned a doctorate who 
worked in the Healthcare industry. 
Most small business owner-managers were experienced managers. The majority of small 
business owner-managers had between 3 and 6 years experience, and 9 and 12 years of 
managerial experience (5 1.29 %). Only 1.95 % of small business owner-managers had 
managerial experience over twenty years. There were no small business owner-managers who 
had less than 3 months managerial experience. 
Characteristics of the Small Business 
The small businesses surveyed are fairly 'young' businesses as 38.31 %have been in 
operation for less than five years. 25.32% of small businesses surveyed have been in operation 
for 5 to 8 years. Only 4 small businesses indicated that they have been in operation for 17 or 
more years. 
There were 83 small businesses (53.90 %) who received a bank loan to start their 
business. Many small business' owner-managers also used their personal savings account to 
start their operations (38.96 %). A small percentage (2.60 %) had a 'silent' partnerlinvestor or 
financial support through family members to start their business. 
Out of the 154 participants, 97 (62.99 %) small business owner-managers indicated that 
they are registered in the State of Florida as "LLC" or Limited Liability Company. A total of 55 
small businesses were registered as a Partnership (19.48 %) or an S corporation (16.23 %). 
There are various types of industries among small businesses. Most small businesses 
were retail trade (15.58 %), professional services (14.94 %), and accommodation and food 
services (13.64 %). There were 60 small businesses that supplied services to consumers (38.96 
%) and 31 small businesses that supplied products to consumers (20.13 %). There were nine 
small businesses (5.84 %) that supplied both products and services to businesses andlor 
governments, and 14 small businesses (9.09 %) that supplied products to businesses andlor 
governments. The average cost of a product or service in a small business was $21 or more in 
59.09 % of all small businesses surveyed. There were 17 small businesses (1 1.04 %) that charged 
only $5 or less for the average product or service. 
There were 96 small businesses (62.34 %)that indicated that they had between one and 
five employees. There were two small businesses (1.3%) that indicated that they had over 21 
employees. There were some small businesses that operated seven days a week and others 
operated from Monday to Friday. There were 49.35 % of small businesses who operated for 41 
or more hours from Monday to Friday. On weekends, both Saturday and Sunday, 42.21 % of 
small businesses were operating for 21 or more hours. The busiest days for small businesses 
were Mondays (29.87 %) and Fridays (25.97. %). The slowest days were Sundays (4.55%) and 
Thursdays (5.84 %) for small businesses. 
The local sales tax in Miami-Dade County is 7 %where half of all respondents' small 
business were located. The other half of the respondents were in Broward County, Florida where 
the local sales tax rate is 6 %. 
There were 77.92% of small businesses that indicated that their annual insurance 
premium was $2000 or less. Three small businesses indicated that their insurance premiums for 
the year were between $5001 and $7500. These three small businesses were in the construction 
industry. 
The majority of the small businesses (77.27 %) surveyed indicated that their reported 
annual net profit was $200,001 or more. The lowest reported annual reported net profit was 
between $80,001 and $100,000 for 1.95% of small businesses. 
Characteristics of Customers of Small Businesses 
Characteristics of small business' customers are shown in Table I below. Most customers 
of the small businesses were females (59.74 %). There were 62 small businesses that indicated 
that 40.26 % of customers are males. The ages of 46.75 % of customers of small businesses were 
between 30 and 39 years old. There were 6.49 % of customers who small business owner- 
mangers believed to be between the ages 50 - 59 years old. 
Most customers have an annual household income with a range of $50,000 - $74,999 
%), less than $25,000 (5.19%) and $150,000 or above (1.95%). 
Table 1 : Small businesses' customers ' profie 
Age 
20 years and under 
2 1 - 29 years 
30 - 39 years 
40 - 49 years 
50 - 59 years 
60 years or above 
Annual Household 
Income 
Less than $25,000 
$25,000 - $49,999 
$50,000 - $74,999 
$75,000 - $99,999 
$100,000 - $149,999 
$150,000 or above 
1 1 
2 1 
72 
40 
10 
0 
7.14 
13.64 
> 
46.75 
25.97 
6.49 
0 
8 
35 
53 
43 
12 
3 
5.19 
22.73 
34.42 
27.92 
7.79 
1.95 
There were 49.35 % of 50 or less customer visits per day during the months of May to 
October. There were 501 or more customer visits per day during May to October for six small 
businesses (3.9%). There were 46.75 % of 50 or less customer visits per day during the months 
of November to April. There were 501 or more customer visits per day during November to 
April for two small business (1.3%). 
Cultural Identity, Business Location and Business Success 
Cultural identity was measured by seven items. These are: "your 'country of birth' 
(COU) is very important to you"; "cultural public holidays/events are important to this business" 
(PHE); "business transactions are completed only with small business owner-managers of your 
culture" (TRA); "in business, people of your culture are generally tough negotiators" (TOU); "in 
your culture, small business owner-managers are generally aggressive" (AGG); "in your culture, 
people are recognized for excellent performance and success" (PER); and "in your culture, 
people take pride in accomplishments" (ACC). 
Small business owner-managers' perspectives on their culture is shown in Table 2. First, 
small business owner-managers agreed that their country of origin is very important to them. 
Second, small business owner-managers agreed that cultural holidays and events were central to 
their business. Third, in each individual small business owner-manager's culture, there is 
recognition for excellent performance and success in the community. Fourth, people took pride 
in accomplishments in the small business owner-manager's culture. 
Small business owner-managers neither agreed nor disagreed that they usually complete 
business transactions only with individuals of their own culture. Small business owner-managers 
also neither agreed nor disagreed that their own people in their culture are 'tough negotiators'. 
However, the small business owner-managers did somewhat agree that the small business owner- 
managers from their own culture are generally aggressive. In the cultural identity construct, "in 
your culture, people take pride in accomplishments" had the highest percentage of agreement 
among small business owner-managers. 
Table 2: Responses among 154 small business owner-managers on culture. 
Small business location was measured by six items. These are: "this business is located in 
the city" (CIT), "this business is located in a neighborhood" M I ) ,  "most customers live nearby 
to this business" (CUS), "employees live nearby to this business" (EMP), "business' suppliers 
are located nearby" (SUP), and "my business is situated in an ideal location" (IDE). 
The viewpoints of small business owner-managers on the impact of their small 
businesses7 location are shown in Table 3. In this study, small business owner-managers neither 
agreed nor disagreed that their small business is located in the city or a neighborhood. They also 
did not agree or disagree that most of their customers lived nearby. The small business owner- 
managers did not agree nor disagree that their employees lived near to their business' location. 
Small business owner-managers somewhat disagreed that business suppliers are located nearby. 
Small business owner-managers somewhat agreed that their small business is situated in an ideal 
location. 
In the small business location construct, "my business is situated in an ideal location" had 
the highest percentage of agreement among small business owner-managers. 
Table 3: Responses among 154 small business owner-managers on location. 
Small business success was measured by four items. These are: "in the past year, sales 
have increased" (INC); "yearly gross sales for this business are above the industry's average" 
(IND); "the business has experienced a profit in the last three consecutive years" (PRO), and 
"based on current sales, the net income for this business in the current financial year will most 
likely be higher than it was in the last financial year" (HIG). 
The point of views of small business owner-managers on their small business success are 
displayed in Table 4. First, small business owner-managers neither agreed nor disagreed that in 
the past year, sales had increased. Second, small business owner-managers neither agreed nor 
disagreed that their small business yearly gross sales were above the industry's sales average. 
Third, small business owner-managers did not agree or disagree that their business had 
experienced a profit in the last three consecutive years. They agreed that based on the current 
CIT 
NEI 
CUS 
EMP 
SUP 
IDE 
. 
Frequency 
(n) 
68 
62 
60 
49 
26 
88 
Percent (%) 
44.16 
40.26 
38.96 
3 1.82 
16.88 
57.14 
sales, the net income for their business in current financial year will most likely be higher than it 
was in the last financial year. 
In the small business success construct, "in the past year, sales have increased", and 
"based on current sales, the net income for this business in the current financial year will most 
likely he higher than it was in the last financial year" both had the highest percentage of 
agreement among small business owner-managers. 
Table 4: Responses among 154 small business owner-managers on business success. 
TNC 
IND 
PRO 
HIG 
Frequency 
(n) 
82 
6 1 
60 
93 
Percent (%) 
53.25 
39.61 
38.96 
60.39 
Results 
The rationale in designing the survey was to achieve the views of small business owner- 
managers based on the extant literature. The survey provided foundational investigation of small 
business owner-managers' personal demographics which served as a background to the research 
questions. The survey requested specific questions about the small businesses directly related to 
the research questions. 
Questions one through six request information on the personal demographics of the small 
business owner-mangers. Questions one through six answer research question one. Questions 
seven through 24 request information on the small business characteristics. Questions seven 
through 24 answer research question three. Questions 25 through 31 request information on the 
small business owner-managers' cultural identity. Questions 25 through 31 answer research 
question two. Questions 32 through 37 request information on the small business' location. 
Questions 32 through 37 answer research question four. 
Research question 1 
Research question 1 asks: "Is there a relationship between the small business owner- 
manager's personal characteristics and business success in South Florida?" There are six 
questions on the questionnaire that request information on the personal demographics of the 
small business owner-manager. Personal demographic information includes age, gender, 
managerial experience, educational level and fluency in a secondary language. 
There was no small business owner-manager between the ages of 18-25. The largest age 
group in the study was 46-55. There were 67 small business owner-managers within this age 
group out of 154 small business owner-managers in the study. 
In the '66 and above' age group, 40% on average of small business owner-managers 
agreed that sales have increased in the past year, yearly gross sales for their business are above 
the industry's average, their business has experienced a profit in the last three consecutive years, 
and the net income for their business in the current financial year will most likely be higher than 
it was in the last financial year based on current sales. 
In the '56-65' age group, 49% on average of small business owner-managers neither 
agreed nor disagreed in their response that sales have increased in the past year, yearly gross 
sales for their business are above the industry's average, their business has experienced a profit 
in the last three consecutive years, and the net income for their business in the current financial 
year will most likely be higher than it was in the last financial year based on current sales. 
In the '46-55' age group, .5 1% on average of small business owner-managers neither 
agreed nor disagreed in their response that sales have increased in the past year, yearly gross 
sales for their business are above the industry's average, their business has experienced a profit 
in the last three consecutive years, and the net income for their business in the current financial 
year will most likely be higher than it was in the last financial year based on current sales. 
In the '36-45' age group, 42% on average of small business owner-managers neither 
agreed nor disagreed in their response that sales have increased in the past year, yearly gross 
sales for their business are above the industry's average, their business has experienced a profit 
in the last three consecutive years, and the net income for their business in the current financial 
year will most likely be higher than it was in the last financial year based on current sales. 
In the '26-35' age group, 43% on average of small business owner-managers neither 
agreed nor disagreed in their response that sales have increased in the past year, yearly gross 
sales for their business are above the industry's average, their business has experienced a profit 
in the last three consecutive years, and the net income for their business in the current financial 
year will most likely be higher than it was in the last financial year based on current sales. 
The tables below show a breakdown of each age group for their responses on business 
success. 
Table 5: Relationship between Age and Business Success (66 &Above) 
Age Group: 66 & Above 
*n=12 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 4 4 I 3 Q38 have increased. 
% 0.000 0.000 0.000 33.333 33.333 8.333 25.000 
Yearly gross sales for 
this business are above O 0 1 4 6 0 1 
Q39 the industry's average. 
% 0.000 0.000 8.333 33.333 50.000 0.000 8.333 
This business has 
experienced a profit in n 0 0 0 5 3 1 3 
the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 41.666 25.000 8.333 25.000 
Based on current sales, 
the net income for this 
business in the current 0 1 1 6 3 1 
financial year will most 
likely be higher than it 
was in the last financial 
Q41 year. 
% 0.000 0.000 8.333 8.333 50.000 25.000 8.333 
Average n 0.000 0.000 0.500 3.500 4.750 1.250 2.000 
% 0.000 0.000 4.166 29.166 39.583 10.416 16.666 
Table 6: Relationship between Age and Business Success (56-65) 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 11 15 2 1 
Q38 have increased. 
% 0.000 0.000 0.000 37.931 51.724 6.896 3.448 
Yearly gross sales for 
this business are 
above the industry's n 0 0 1 18 10 0 0 
Q39 average. 
% 0.000 0.000 3.448 62.068 34.482 0.000 0.000 
' This business has 
experienced a profit 0 0 2 15 9 2 1 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 6.896 51.724 31.034 6.896 3.448 
Based on current 
sales, the net income 
for this business in 
the current financial 0 
year will most likely 
0 13 14 2 0 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 44.827 48.275 6.896 0.000 
Average n 0.000 0.000 0.750 14.250 12.000 1.500 0.500 
% 0.000 0.000 2.586 49.137 41.378 5.172 1.724 
Table 7: Relationship between Age and Business Success (46-55) 
Age Group: 46-55 
*n = 67 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 1 34 26 3 3 
438 have increased. 
% 0.000 0.000 1.492 '50.746 38.805 4.477 4.477 
Yearly gross sales for 
this business are 
n 0 
above the industrv's 0 4 36 25 2 0 
Q39 average. 
% 0.000 0.000 5.970 53.731 37.313 2.985 0.000 
This business has 
experienced a profit n 0 0 3 4 1 20 2 1 
in the last three 
Q40 con'secutive years. 
% 0.000 0.000 4.477 61.194 29.850 2.985 1.492 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 26 35 6 0 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 38.805 52.238 8.955 0.000 
Average n 0.000 0.000 2.000 34.250 26.500 3.250 1.000 
% 0.000 0.000 2.984 51.119 39.551 4.850 1.492 
Table 8: Relationship between Age and Business Success (36-45) 
Age Group: 36-45 
*n = 39 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, n 0 0 2 17 12 Q38 sales have increased. 1 '  7 
% 0.000 0.000 5.128 43.589 30.769 2.564 17.948 
Yearly gross sales 
for this business are 
above the industrv's 0 0 6 19 10 1 3 
Q39 average. 
% 0.000 0.000 15.384 48.717 25.641 2.564 7.692 
This business has 
experienced a profit 1 0 8 14 12 0 4 
in the last three 
Q40 consecutive years. 
% 2.564 0.000 20.512 35.897 30.769 0.000 10.256 
Based on current 
sales, the net income 
for this business in 
the current financial 0 
year will most likely 1 15 18 2 3 
be higher than it w& 
in the last financial 
Q41 year. 
% 0.000 0.000 2.564 38.461 46.153 5.128 7.692 
Average n 0.250 0.000 4.250 16.250 13.000 1.000 4.250 
% 0.641 0.000 10.897 41.666 33.333 2.564 10.897 
Table 9: Relationship between Age and Business Success (26-35) 
Age Group: 26-35 
*n = 7 
Strongly Disagree (%) strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, n 1 0 0 2 3 0 1 Q38 sales have increased. 
% 14.285 0.000 0.000 28.571 42.857 0.000 14.285 
Yearly gross sales 
for this business are 
above the industry's n 1 0 0 3 3 0 0 
Q39 average. 
% 14.285 0.000 0.000 42.857 42.857 0.000 0.000 
This business has 
experienced a profit n 1 0 0 4 1 0 1 
in the last three 
Q40 consecutive years. 
% 14.285 0.000 0.000 57.142 14.285 0.000 14.285 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 3 1 I 1 year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 14.285 0.000 0.000 42.857 14.285 14.285 14.285 
Average n 1.000 0.000 0.000 3.000 2.000 0.250 0.750 
% 14.285 0.000 0.000 42.856 28.571 3.571 10.713 
The larger gender in the study was male. There were 99 male small business owner- 
managers. 
For male small business owner-managers, 47% on average of small business owner- 
managers agreed that sales have increased in the past year, yearly gross sales for their business 
are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
For female small business owner-managers, 46% on average of small business owner- 
managers also agreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
The tables below show a breakdown of each gender and their responses on business 
success. 
Table 10: Relationship between Gender and Business Success (Males) 
Males 
*n = 99 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 2 46 3 8 5 7 
438 have increased. 
% 1.010 0.000 2.020 46.464 38.383 5.050 7.070 
Yearly gross sales for 
this business are 
n 1 
above the industry's 0 9 48 38 2 1 
Q39 average. 
% 1.010 0.000 9.090 48.484 38.383 2.020 1.010 
This business has 
experienced a profit n 2 0 5 55 28 4 5 
in the last three 
440 consecutive years. 
% 2.020 0.000 5.050 55.555 28.282 4.040 5.050 
Based on current 
sales, the net income 
for this business in 
the current financial 0 2 36 49 9 2 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 1.010 0.000 2.020 36.363 49.494 9.090 2.020 
Average n 1.250 0.000 4.500 46.250 38.250 5.000 3.750 
% 1.262 0.000 4.545 46.716 38.635 5.050 3.787 
Table 1 1 : Relationship between Gender and Business Success (Females) 
Females 
*n = 55 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, n 0 0 1 22 22 2 8 
438 sales have increased. 
% 0.000 0.000 1.818 40.000 40.000 3.636 14.545 
Yearly gross sales 
for this business are 
above the industry's n 0 0 3 32 16 1 3 
Q39 average. 
% 0.000 0.000 5.454 58.181 29.090 1.818 5.454 
This business has 
experienced a profit n 0 0 8 24 17 1 5 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 14.545 43.636 30.909 1.818 9.090 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 22 25 5 3 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 40.000 45.454 9.090 5.454 
Average n 0.000 0.000 3.000 25.000 20.000 2.250 4.750 
% 0.000 0.000 5.454 45.454 36.363 4.090 8.635 
The largest category for managerial experience is '3.1 to 6 years' with 40 responses. 
There were no responses for 'less than 3 months' and '1 8.1 years to 20 years'. 
In the '3 months to 3 years' experience category, 54% on average of small business 
owner-managers neither agreed nor disagreed that sales have increased in the past year, yearly 
gross sales for their business are above the industry's average, their business has experienced a 
profit in the last three consecutive years, and the net income for their business in the current 
financial year will most likely be higher than it was in the last financial year based on current 
sales. 
In the '3.1 years to 6 years' experience category, 51% of small business owner-managers 
neither agreed nor disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last fmancial year based on current sales. 
In the '6.1 years to 9 years' experience category, 44% on average of small business 
owner-managers neither agreed nor disagreed that sales have increased in the past year, yearly 
gross sales for their business are above the industry's average, their business has experienced a 
profit in the last three consecutive years, and the net income for their business in the current 
financial year will most likely be higher than it was in the last financial year based on current 
sales. However, 41 % on average of small business owner-managers agreed that sales have 
increased in the past year, yearly gross sales for their business are above the industry's average, 
their business has experienced a profit in the last three consecutive years, and the net income for 
their business in the current financial year will most likely be higher than it was in the last 
financial year based on current sales. 
In the '9.1 years to 12 years' experience category, 45% on average of small business 
owner-managers neither agreed nor disagreed that sales have increased in the past year, yearly 
gross sales for their business are above the industry's average, their business has experienced a 
profit in the last three consecutive years, and the net income for their business in the current 
financial year will most likely be higher than it was in the last financial year based on current 
sales. However, 43% on average of small business owner-managers agreed that sales have 
increased in the past year, yearly gross sales for their business are above the industry's average, 
their business has experienced a profit in the last three consecutive years, and the net income for 
their business in the current financial year will most likely be higher than it was in the last 
financial year based on current sales. 
In the '12.1 years to 15 years' experience category, 49% on average of small business 
owner-managers neither agreed nor disagreed that sales have increased in the past year, yearly 
gross sales for their business are above the industry's average, their business has experienced a 
profit in the last three consecutive years, and the net income for their business in the current 
financial year will most likely be higher than it was in the last fmancial year based on current 
sales. 
In the ' 15.1 years to 18 years' experience category, 43% on average of small business 
owner-managers both agreed and neither agreed nor disagreed that sales have increased in the 
past year, yearly gross sales for their business are above the industry's average, their business 
has experienced a profit in the last three consecutive years, and the net income for their business 
in the current financial year will most likely be higher than it was in the last financial year based 
on current sales. 
In the '20.1 years or more' experience category, only 17% on average of small business 
owner-managers both agreed and neither agreed nor disagreed that sales have increased in the 
past year, yearly gross sales for their business are above the industry's average, their business 
has experienced a profit in the last three consecutive years, and the net income for their business 
in the current financial year will most likely be higher than it was in the last financial year based 
on current sales. This was the smallest category in the managerial experience group. 
The tables below show a breakdown of each managerial experience group for their 
responses on business success. 
Table 12: Relationship between Managerial Experience and Business Success (3 Months to 3 
Years Experience) 
3 Months to 3 Years Experience 
*n = 7 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 1 3 3 0 0 
Q38 have increased. 
% 0.000 0.000 14.285 42.857 42.857 0.000 0.000 
Yearly gross sales for 
this business are above O 0 1 4 2 0 0 
Q39 the industry's average. 
% 0.000 0.000 14.285 57.142 28.571 0.000 0.000 
This business has 
experienced a profit in n 0 0 0 5 2 0 0 
the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 71.428 28.571 0.000 0.000 
Based on current sales, 
the net income for this 
business in the current 0 0 3 3 1 0 
financial year will most 
likely be higher than it 
was in the last financial 
Q41 year. 
% 0.000 0.000 0.000 42.857 42.857 14.285 0.000 
Average n 0.000 0.000 0.500 3.750 2.500 0.250 0.000 
% 0.000 0.000 7.142 53.571 35.714 3.571 0.000 
Table 13: Relationship between ManagerialExperience and Business Success (3.1 Years to 6 
Years Experience) 
3.1 Years to 6 Years Experience 
*n = 40 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 1 0 2 19 14 0 4 
438 have increased. 
% 2.500 0.000 5.000 47.500 35.000 0.000 10.000 
Yearlv moss sales 
.- 
for this business are 
n 1 
above the industry's 0 5 24 10 0 0 
Q39 average. 
% 2.500 0.000 12.500 60.000 25.000 0.000 0.000 
This business has 
experienced a profit n 2 0 7 19 11 0 I 
in the last three 
Q40 consecutive years. 
% 5.000 0.000 17.500 47.500 27.500 0.000 2.500 
Based on current 
sales, the net income 
for this business in 
the current financial 0 I 19 17 1 1 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 2.500 0.000 2.500 47.500 42.500 2.500 2.500 
Average n 1.250 0.000 3.750 20.250 13.000 0.250 1.500 
% 3.125 0.000 9.375 50.625 32.500 0.625 3.750 
Table 14: Relationship between Managerial Experience and Business Success (6. I Years to 9 
Years Experience) 
6.1 Years to 9 Years Experience 
*n = 35 
Strongly Disagree (%) Strongly Agree (%) 
Business Success I 2 3 4 5 6 7 
In the past year, sales 0 0 15 14 3 3 Q38 have increased. 
% 0.000 0.000 0.000 42.857 40.000 8.571 8.571 
Yearly gross sales for 
this business are 
above the industry's n 0 0 1 18 13 2 1 
Q39 average. 
% 0.000 0.000 2.857 51.428 37.142 5.714 2.857 
This business has 
experienced a profit n 0 0 3 17 11 2 2 
in the last three 
440 consecutive years. 
% 0.000 0.000 8.571 48.571 31.428 5.714 5.714 
Based on current 
sales, the net income 
for this business in 
the current financial 
year will most likely 0 0 11 20 3 1 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 0.000 31.428 57.142 8.571 2.857 
Average n 0.000 0.000 1.000 15.250 14.500 2.500 1.750 
% 0.000 0.000 2.857 43.571 41.428 7.142 4.999 
Table 15: Relationship between Managerial Experience and Business Success (9.1 Years to 12 
Years Experience) 
9.1 Years to 12 Years Experience 
*n = 39 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
Ln the past year, sales 0 0 0 17 17 3 2 Q38 have increased. 
% 0.000 0.000 0.000 43.589 43.589 7.692 5.128 
Yearlv gross sales 
. - 
for this business are 
n 0 
above the industrv's 0 2 21 14 1 1 
439 average. 
% 0.000 0.000 5.128 53.846 35.897 2.564 2.564 
This business has 
experienced a profit n 0 0 2 20 14 2 1 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 5.128 51.282 35.897 5.128 2.564 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 12 22 4 1 
year will most likely 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 0.000 30.769 56.410 10.256 2.564 
Average n 0.000 0.000 1.000 17.500 16.750 2.500 1.250 
% 0.000 0.000 2.564 44.811 42.948 6.410 3.205 
Table 16: Relationship between Managerial Experience and Business Success (12.1 Years to 15 
Years Experience) 
12.1 Years to 15 Years Experience 
*n = 20 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 8 8 0 4 
438 have increased. 
% 0.000 0.000 0.000 40.000 40.000 0.000 20.000 
Yearly gross sales 
for this business are 
above the industry's n 0 0 1 8 1 0  0 1 
Q39 average. 
% 0.000 0.000 5.000 40.000 50.000 0.000 5.000 
This business has 
experienced a profit n 0 0 0 13 3 0 4 
in the last three 
440 consecutive years. 
% 0.000 0.000 0.000 65.000 15.000 0.000 20.000 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 10 6 3 1 
year will most likely 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 0.000 50.000 30.000 15.000 5.000 
Average n 0.000 0.000 0.250 9.750 6.750 0.750 2.500 
% 0.000 0.000 1.250 48.750 33.750 3.750 12.500 
Table 17: Relationship between Managerial Experience and Business Success (15.1 Years to 18 
Years Experience) 
15.1 Years to 1 8 Years Experience 
*n= 10 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, n 0 0 0 5 4 1 0 
Q38 sales have increased. 
% 0.000 0.000 0.000 50.000 40.000 10.000 0.000 
Yearly gross sales 
for this business are 
above the industry's 0 1 5 4 0 0 
Q39 average. 
% 0.000 0.000 10.000 50.000 40.000 0.000 0.000 
This business has 
experienced a profit n 0 0 1 5 3 1 0 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 10.000 50.000 30.000 10.000 0.000 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 1 2 6 1 0 
year will most likely 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 10.000 20.000 60.000 10.000 0.000 
Average n 0.000 0.000 0.750 4.250 4.250 0.750 0.000 
% 0.000 0.000 7.500 42.500 42.500 7.500 0.000 
Table 18: Relationship between Managerial Experience and Business Success (20.1 Years or 
More) 
20.1 Years or More 
*n = 3. 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 1 0 0 2 Q38 have increased. 
% 0.000 0.000 0.000 33.333 0.000 0.000 66.666 
Yearly gross sales 
for this business are 
above the industry's 0 0 1 0 1 0 I 
Q39 average. 
% 0.000 0.000 33.333 0.000 33.333 0.000 33.333 
This business has 
experienced a profit n 0 0 0 0 1 0 2 .  
in the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 0.000 33.333 0.000 66.666 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 1 0 1 1 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 33.333 0.000 33.333 33.333 
Average n 0.000 0.000 0.250 0.500 0.500 0.250 1.500 
% 0.000 0.000 8.333 16.666 16.666 8.333 49.999 
The largest category for educational level is 'Bachelor's degree diploma'. There were no 
responses for 'Others'. 
In the 'Below High School' category, 50% on average of small business owner-managers 
neither agreed nor disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last fmancial year based on current sales. 
In the 'High School Graduate' category, 48% of small business owner-managers neither 
agreed nor disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
In the 'Associate degree diploma' category, 45% on average of small business owner- 
managers somewhat agreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
In the 'Bachelor's degree diploma' category, 5 1 % on average of small business owner- 
managers neither agreed nor disagreed that sales have increased in the past year, yearly gross 
sales for their business are above the industry's average, their business has experienced a profit 
in the last three consecutive years, and the net income for their business in the current financial 
year will most likely be higher than it was in the last financial year based on current sales. 
In the 'Master's degree diploma' category, 50% on average of small business owner- 
managers somewhat agreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a prof t in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
In the 'Doctoral degree diploma' category, there was only one respondent. This small 
business owner-manager 100% strongly agreed that sales have increased in the past year, yearly 
gross sales for the business are above the industry's average, the business has experienced a 
profit in the last three consecutive years, and the net income for the business in the current 
financial year will most likely be higher than it was in the last fmancial year based on current 
sales. This was the smallest category of responses in the educational level group. 
In the 'Professional Certification' category, 69% on average of small business owner- 
managers somewhat agreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
The tables below show a breakdown of each educational level group for their responses 
on business success. 
Table 19: Relationship between Educational Level and Business Success (Below High School) 
Below High School 
* n = 5  
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 2 I 1 1 Q3 8 have increased. 
% 0.000 0.000 0.000 40.000 20.000 20.000 20.000 
Yearly gross sales for 
this business are above O 0 0 3 2 0 0 
Q39 the industry's average. 
% 0.000 0.000 0.000 60.000 40.000 0.000 0.000 
This business has 
experienced a profit in n 0 0 1 3 0 0 1 
the last three 
Q40 consecutive years. 
% 0.000 0.000 20.000 60.000 0.000 0.000 20.000 
Based on current sales, 
the net income for this 
business in the current 0 0 2 2 1 
financial year will 0 
most likely be higher 
than it was in the last 
Q41 financial year. 
% 0.000 0.000 0.000 40.000 40.000 20.000 0.000 
Average n 0.000 0.000 0.250 2.500 1.250 0.500 0.500 
% 0.000 0.000 5.000 50.000 25.000 10.000 10.000 
Table 20: Relationship between Educational Level and Business Success (High School 
Graduate) 
High School Graduate 
*n = 44 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 2 22 13 1 6 Q38 have increased. 
% 0.000 0.000 4.545 50.000 29.545 2.272 13.636 
Yearly gross sales for 
this business are above O 0 5 24 12 1 2 
Q39 the industry's average. 
% 0.000 0.000 11.363 54.545 27.272 2.272 4.545 
This business has 
experienced a profit in n 1 0 5 20 12 2 4 
the last three 
Q40 consecutive years. 
% 2.272 0.000 11.363 45.454 27.272 4.545 9.090 
Based on current sales, 
the net income for this 
business in the current 0 2 18 18 4 2 fmancial year will 
most likely be higher 
than it was in the last 
Q41 financial year. 
Average 
Table 21: Relationship between Educational Level and Business Success (Associate Degree 
Diploma) 
Associate Degree Diploma 
*n= 15 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 1 0 0 3 9 0 2 Q38 have increased. 
% 6.666 0.000 0.000 20.000 60.000 0.000 13.333 
Yearly gross sales for 
this business are above 1 0 0 7 5 1 1 
Q39 the industry's average. 
% 6.666 0.000 0.000 46.666 33.333 6.666 6.666 
This business has 
experienced a profit in n 1 0 0 9 4 0 1 
the last three 
Q40 consecutive years. 
% 6.666 0.000 0.000 60.000 26.666 0.000 6.666 
Based on current sales, 
the net income for this 
business in the current 0 0 3 9 1 1 
financial year will most 
likely be higher than it 
was in the last financial 
Q41 year. 
% 6.666 0.000 0.000 20.000 60.000 6.666 6.666 
Average n 1.000 0.000 0.000 5.500 6.750 0.500 1.250 
% 6.666 0.000 0.000 36.666 44.999 3.333 8.332 
Table 22: Relationship between Educational Level and Business Success (Bachelor's Degree 
Diploma) 
Bachelor's Degree Diploma 
*n = 56 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 I 28 19 3 5 
438 have increased. 
% 0.000 0.000 1.785 50.000 33.928 5.357 8.928 
Yearly gross sales for 
this business are above O 0 6 27 22 1 0 
439 the industry's average. 
% 0.000 0.000 10.714 48.214 39.285 1.785 0.000 
This business has 
experienced a profit in n 0 0 7 33 12 1 3 
the last three , 
Q40 consecutive years. 
% 0.000 0.000 12.500 58.928 21.428 1.785 5.357 
Based on current sales, 
the net income for this 
business in the current 0 financial year will 0 25 24 6 1 
most likely be higher 
than it was in the last 
Q4 1 financial year. 
Average 
Table 23: Relationship between Educational Level and Business Success (Master's Degree 
Diploma) 
Master's Degree Diploma 
*n = 29 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 12 15 2 0 
Q38 have increased. 
% 0.000 0.000 0.000 41.379 51.724 6.896 0.000 
Yearly gross sales for 
this business are above O 0 I 17 11 0 0 
Q39 the industry's average. 
% 0.000 0.000 3.448 58.620 37.931 0.000 0.000 
This business has 
experienced a profit in n 0 0 0 13 14 2 0 
the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 44.827 48.275 6.896 0.000 
Based on current sales, 
the net income for this 
business in the current 0 0 9 18 2 0 
financial year will most 
likely be higher than it 
was in the last financial 
441 year. 
% 0.000 0.000 0.000 31.034 62.068 6.896 0.000 
Average n 0.000 0.000 0.250 12.750 14.500 1.500 0.000 
% 0.000 0.000 0.862 43.965 49.999 5.172 0.000 
Table 24: Relationship between Educational Level.and Business Success (Doctoral Degree 
Diploma) 
Doctoral Degree Diploma 
*n=  1 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 0 0 1 Q38 have increased. 
% 0.000 0.000 0.000 0.000 0.000 0.000 100.000 
Yearly gross sales for 
this business are above O 0 0 0 0 0 1 
Q39 the industry's average. 
% 0.000 0.000 0.000 0.000 0.000 0.000 100.000 
This business has 
experienced a profit in n 0 0 0 0 0 0 1 
the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 0.000 0.000 0.000 100.000 
Based on current sales, 
the net income for this 
business in the current 
financial year will most 
0 0 0 0 0 1 
likely be higher than it 
was in the last financial 
Q41 year. 
% 0.000 0.000 0.000 0.000 0.000 0.000 100.000 
Average n 0.000 0.000 0.000 0.000 0.000 0.000 1.000 
% 0.000 0.000 0.000 0.000 0.000 0.000 100.000 
Table 25: Relationship between Educational Level and Business Success (Professional 
Certzj?cation) 
Professional Certification 
*n=4  
Strongly Disagree (%) Strongly Agree (%) 
Business Success I 2 3 4 5 6 7 
In the past year, sales 0 0 0 1 3 0 0 Q38 have increased. 
% 0.000 0.000 0.000 25.000 75.000 0.000 0.000 
Yearly gross sales for 
this business are above " O 0 0 2 2 0 0 
Q39 the industry's average. 
% 0.000 0.000 0.000 50.000 50.000 0.000 0.000 
This business has 
experienced a profit in n o 0 0 1 3 0 0 
the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 25.000 75.000 0.000 0,000 
Based on current sales, 
the net income for this 
business in the current 0 0 I 3 0 0 
financial year will most 
likely be higher than it 
was in the last financial 
Q41 year. 
% 0.000 0.000 0.000 25.000 75.000 0.000 0.000 
Average n 0.000 0.000 0.000 1.250 2.750 0.000 0.000 
% 0.000 0.000 0.000 31.250 68.750 0.000 0.000 
All small business owner-managers spoke the English language. The largest category for 
a secondary language is 'Spanish'. There were no responses for 'Portuguese' and 'Other'. 
For small business owner-managers who spoke both English and Spanish, 47% on 
average neither agreed nor disagreed that sales have increased in the past year, yearly gross sales 
for their business are above the industry's average, their business has experienced a profit in the 
last three consecutive years, and the net income for their business in the current financial year 
will most likely be higher than it was in the last financial year based on current sales. However, 
41% did somewhat agree that that sales have increased in the past year, yearly gross sales for 
their business are above the industry's average, their business has experienced a profit in the last 
three consecutive years, and the net income for their business in the current financial year will 
most likely be higher than it was in the last financial year based on current sales. 
For small business owner-managers who spoke both English and French, 43% on average 
neither agreed nor disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. However, 42% did 
somewhat agree that sales have increased in the past year, yearly gross sales for their business 
are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
For small business owner-managers who spoke both English and Mandarin, 48% on 
average neither agreed nor disagreed that sqles have increased in the past year, yearly gross sales 
for their business are above the industry's average, their business has experienced a profit in the 
last three consecutive years, and the net income for their business in the current financial year 
will most likely be higher than it was in the last financial year based on current sales. 
For small business owner-managers who spoke both English and Haitian Creole, 33% on 
average somewhat disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
For small business owner-managers who spoke English, French and Haitian Creole, 50% 
on average neither agreed nor disagreed that sales have increased in the past year, yearly gross 
sales for their business are above the industry's average, their business has experienced a profit 
in the last three consecutive years, and the net income for their business in the current financial 
year will most likely be higher than it was in the last financial year based on current sales. 
For the small business owner-managers who spoke English, French and Italian, 75% on 
average somewhat agreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales. 
For the small business owner-managers who spoke English, Spanish and French, 75% on 
average neither agreed nor disagreed that sales have increased in the past year, yearly gross sales 
for their business are above the industry's average, their business has experienced a profit in the 
last three consecutive years, and the net income for their business in the current financial year 
will most likely be higher than it was in the last financial year based on current sales. 
The tables below show a breakdown of each language group for their responses on 
business success. 
Table 26: Relationship between Secondary Language and Business Success (English and Spanish) 
English and Spanish 
Strongly Disagree (%) Strongly Agree (%) 
Business Success I 2 3 4 5 6 7 
In the past year, sales 0 0 1 21 25 0 6 Q38 have increased. 
% 0.000 0.000 1.886 39.622 47.169 0.000 11.320 
Yearly gross sales for 
this business are 
above the industry's n 0 0 2 29 20 0 2 
439 average. 
% 0.000 0.000 3.773 54.716 37.735 0.000 3.773 
This business has 
experienced a profit in n 0 0 3 29 15 2 4 
the last three 
Q40 consecutive years. 
% 0.000 0.000 5.660 54.716 28.301 3.773 7.547 
Based on current 
sales, the net income 
for this business in the 
current financial year 0 I 20 27 3 2 
will most likely be 
higher than it was in 
Q41 the last financial year. 
% 0.000 0.000 1.886 37.735 50.943 5.660 3.773 
Average n 0.000 0.000 1.750 24.750 21.750 1.250 3.500 
% 0.000 0.000 3.301 46.697 41.037 2.358 6.603 
Table 27: Relationship between Secondary Language and Business Success (English and 
French) 
English and French 
*n=16 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales , 0 0 1 7 7 1 Q38 have increased. 0 
% 0.000 0.000 6.250 43.750 43.750 6.250 0.000 
Yearly gross sales for 
this business are 
above the industry's n 0 0 2 7 7 0 0 
439 average. 
% 0.000 0.000 12.500 43.750 43.750 0.000 0.000 
This business has 
experienced a profit n 0 0 3 7 5 1 0 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 18.750 43.750 31.250 6.250 0.000 
Based on current 
sales, the net income 
for this business in 
the current financial 
year will most likely 0 0 6 8 2 0 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 37.500 50.000 12.500 0.000 
Average n 0.000 0.000 1.500 6.750 6.750 1.000 0.000 
% 0.000 0.000 9.375 42.188 42.187 6.250 0.000 
Table 28: Relationship between Secondary Language and Business Success (English and 
Mandarin) 
English and Mandarin 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 Q38 have increased. 0 8 4 1 1 
% 0.000 0.000 0.000 57.142 28.571 7.142 7.142 
Yearly gross sales for 
this business are 
above the industry's n 0 0 1 7 4 1 1 
439 average. 
% 0.000 0.000 7.142 50.000 28.571 7.142 7.142 
This business has 
experienced a profit n 0 0 2 6 5 0 1 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 14.285 42.857 35.714 0.000 7.142 
Based on current 
sales, the net income 
for this business in 
the current financial 
year will most likely 0 0 6 5 2 1 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 0.000 42.847 35.714 14.286 7.143 
Average n 0.000 0.000 0.750 6.750 4.500 1.000 1.000 
% 0.000 0.000 5.356 48.214 32.142 7.142 7.142 
Table 29: Relationship between Secondary Language and Business Success (English and Haitian 
Creole) 
English and Haitian Creole 
*n=3  
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales , 0 0 I 0 0 1 1 Q38 have increased. 
% 0.000 0.000 33.333 0.000 0.000 33.333 33.333 
Yearly gross sales for 
this business a r ~  
above the industry's n 0 0 1 1 1 0 0 
Q39 average. 
% 0.000 0.000 33.333 33.333 33.333 0.000 0.000 
This business has 
experienced a profit n 0 0 1 2 0 0 0 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 33.333 66.666 0.000 0.000 0.000 
Based on current 
sales, the net income 
for this business in 
the current financial 0 1 0 2 0 0 
year will most likely 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 33.333 0.000 66.666 0.000 0.000 
Average n 0.000 0.000 1.000 0.750 0.750 0.250 0.250 
% 0.000 0.000 33.333 24.999 24.999 8.333 8.333 
Table 30:  elations ship between Secondary Language and Business Success (English, French and 
Haitian Creole) 
English, French and Haitian Creole 
*n = 2 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 1 1 0 0 
Q38 have increased. 
% 0.000 0.000 0.000 50.000 50.000 0.000 0.000 
Yearly gross sales for 
this business are 
above the industry's n 0 0 1 1 0 0 0 
Q39 average. 
% 0.000 0.000 50.000 50.000 0.000 0.000 0.000 
This business has 
experienced a profit n ' 0 0 0 1 1 0 0 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 50.000 50.000 0.000 0.000 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 1 1 0 0 
year will most likely 
he higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 50.000 50.000 0.000 0.000 
Average n 0.000 0.000 0.250 1.000 0.750 0.000 0.000 
% 0.000 0.000 12.500 50.000 37.500 0.000 0.000 
Table 3 1 : Relationship between Secondary Language and Business Success (English, French 
and Italian) 
English, French and Italian 
* n =  1 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 1 0 0 0 Q38 have increased. 
% 0.000 0.000 0.000 100.000 0.000 0.000 0.000 
Yearly gross sales for 
this business are 
above the industry's n 0 0 0 0 1 0 0 
Q39 average. 
% 0.000 0.000 0.000 0.000 100.000 0.000 0.000 
This business has 
experienced aprofit n 0 0 0 0 1 0 0 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 0.000 100.000 0.000 0.000 
Based on current 
sales, the net income 
for this business in 
the current financial 
year will most likely 0 0 0 1 0 0 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 0.000 100.000 0.000 0.000 
Average n 0.000 0.000 0.000 0.250 0.750 0.000 0.000 
% 0.000 0.000 0.000 25.000 75.000 0.000 0.000 
Table 32: Relationship between Secondary Language and Business Success (English, Spanish 
and French) 
English, Spanish and French 
*n= 1 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 I 0 0 0 
Q38 have increased. 
% 0.000 0.000 0.000 100.000 0.000 0.000 0.000 
Yearly gross sales for 
this business are 
above the industrv's n 0 0 0 I 0 0 0 
Q39 average. 
% 0.000 0.000 0.000 100.000 0.000 0.000 0.000 
This business has 
experienced a profit n 0 0 0 0 1 0 0 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 0.000 0.000 100.000 0.000 0.000 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 1 0 0 0 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 100.000 0.000 0.000 0.000 
Average n 0.000 0.000 0.000 0.750 0.250 0.000 0.000 
% 0.000 0.000 0.000 75.000 25.000 0.000 0.000 
Research question 2 
The second research question asks: "Is there a relationship between the small business 
owner-manager's culture and business success in South Florida?" 
There were 29 small business owner-managers who selected 'strongly agree' on all 
culture items. Only 33% on average of these small business owner-managers somewhat agreed 
that sales have increased in the past year, yearly gross sales for their business are above the 
industry's average, their business has experienced a profit in the last three consecutive years, and 
the net income for their business in the current financial year will most likely be higher than it 
was in the last financial year based on current sales. 
The table below shows a breakdown of responses on culture and business success. 
Table 33: Relationship between Culture and Business Success 
- 
*n = 29 (mode) 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 1 0 0 . 7  8 0 13 
438 have increased. 
% 3.448 0.000 0.000 24.137 27.586 0.000 44.827 
Yearly gross sales for 
this business are 
n 1 
above the industry's 0 1 9 14 1 3 
Q39 average. 
% 3.448 0.000 3.448 31.034 48.275 3.448 10.344 
This business has 
experienced a profit in n 2 0 2 10 5 1 9 
the last three 
Q40 .consecutive years. 
% 6.896 0.000 6.896 34.482 17.241 3.448 31.034 
Based on current 
sales, the net income 
for this business in the 0 0 7 11 6 4 
current financial year 
will most likely be 
higher than it was in 
Q41 the last financial year. 
Average 
Research question 3 
Research question 3 asks: "Is there a relationship between the small business' 
characteristics and business success in South Florida?'There are 18 questions that requested 
information on the small business characteristics. The average cost of products and services, 
type of industry, type of customers, business structure, local governmental regulations, and 
number of years in business supplied insights for this research question. 
The results showed that 53 small business' average cost of products and services is $21 
or more and they provided service to consumers. On average, 56% of these small business owner 
managers neither disagreed nor agreed that sales have increased in the past year, yearly gross 
sales for their business are above the industry's average, their business has experienced a profit 
in the last three consecutive years, and the net income for their business in the current financial 
year will most likely be higher than it was in the last financial year based on current sales. 
The table below shows a breakdown of responses on products and services and business 
success. 
Table 34: Relationship between Products and Services and Business Success - Service to 
Consumers (21 or more) 
Service to Consumers (21 or more) 
*n = 53 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 29 18 2 4 Q38 have increased. 
Yearly gross sales for 
this business are 
above the industry's n 0 0 5 35 11 0 2 
Q39 average. 
% 0.000 0.000 9.433 66.037 20.754 0.000 3.773 
This business has 
experienced a profit n 0 0 4 30 15 1 3 
in the last three 
440 consecutive years. 
% 0.000 0.000 7.547 56.603 28.301 1.886 5.660 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 25 24 2 
year will most likely 2 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 0.000 47.169 45.283 3.773 3.773 
Average n 0.000 0.000 2.250 29.750 17.000 1.250 2.750 
% 0.000 0.000 4.245 56.131 32.075 2.358 5.188 
There were 42 small business owner-managers who stated that their largest pool of 
customers is females between the ages of 30-39. There were 16 of their customers who visited 
the small business 50 or less times between May to October. There were 30 customers who 
visited their small business between 50 or less to 100 times between November to April. There 
were 32 small business owner-managers who reported that their customers had an average 
household income between $50,000 and $99,999. Overall, 48% of small business owner- 
managers somewhat agreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales as it relates to the type 
of customers they have. 
The table below shows a breakdown of responses on type of customers and business 
success. 
Table 35: Relationship between Type of Customers and Business Success - Females (30-39) 
Females (30-39) 
*n = 42 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 1 9 25 2 5 
438 have increased. 
% 0.000 0.000 2.380 21.428 59.523 4.761 11.904 
Yearly gross sales for 
this business are 
above the industry's n 0 0 2 23 15 0 2 
Q39 average. 
% 0.000 0.000 4.761 54.761 35.714 0.000 4.761 
This business has 
experienced a profit n o 0 3 16 18 1 4 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 7.142 38.095 42.857 2.380 9.523 
Based on current 
sales, the net income 
for this business in 
the current financial 0 1 11 23 4 3 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
Average 
The largest group of small businesses by industry is retail. There were 24 small retail 
businesses. On average, 40% of small business owner-managers somewhat agreed that sales have 
increased in the past year, yearly gross sales for their business are above the industry's average, 
their business has experienced a profit in the last three consecutive years, and the net income for 
their business in the current financial year will most likely be higher than it was in the last 
financial year based on current sales. 
The table below shows a breakdown of responses on type of industry and business 
success. 
Table 36: Relationship between Type of Industry and Business Success - Retail 
Retail 
*n = 24 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 1 8 9 2 4 
438 have increased. 
% 0.000 0.000 4.166 33.333 37.500 8.333 16.666 
Yearly gross sales for 
this business are 
above the industry's n 0 0 2 11 9 I 1 
Q39 average. 
% 0.000 0.000 8.333 45.833 37.500 4.166 4.166 
This business has 
experienced a profit n 0 0 4 9 7 2 2 
in the last three 
440 consecutive years. 
% 0.000 0.000 16.666 37.500 29.166 8.333 8.333 
Based on current 
sales, the net income 
for this business in 
the current financial 0 1 7 13 2 
year will most likely 1 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 4.166 29.166 54.166 8.333 4.166 
Average n 0.000 0.000 2.000 8.750 9.500 1.750 2.000 
% 0.000 0.000 8.332 36.458 39.583 7.291 8.332 
There were 65 small business owner-managers who stated that they received a bank loan 
to start their busihess. Of these 65 businesses, 47 are registered in the state of Florida as a 
Limited Liability Company (LLC). Of these 65 businesses, 36 have between 1 to 5 employees. 
Of these 65 businesses, 23 indicated that their busiest day is Monday. Of these 65 businesses, 35 
small businesses are opened for 3 1-40 hours from Monday to Friday. Of these 65 businesses, 35 
small businesses are opened for 21 or more hours on Saturday and Sunday. 
Overall, 52% of small business owner-managers neither agreed nor disagreed that sales 
have increased in the past year, yearly gross sales for their business are above the industry's 
average, their business has experienced a profit in the last three consecutive years, and the net 
income for their business in the current financial year will most likely be higher than it was in the 
last financial year based on current sales. 
The table below shows a breakdown of responses on business structure and business 
success. 
Table 37: Relationship between the Legal Structure and Business Success - Bank Only 
Bank Only 
*n = 65 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 33 25 3 3 Q3 8 have increased. 
% 1.538 0.000 0.000 50.769 38.461 4.615 4.615 
Yearly gross sales for 
this business are 
above the industry's n 1 0 4 38 2 1 0 1 
Q39 average. 
% 1.538 0.000 6.153 58.461 32.307 0.000 1.538 
This business has 
experienced a profit n 1 0 4 35 23 1 1 
in the last three 
Q40 consecutive years. 
% 1.538 0.000 6.153 53.846 35.384 1.538 1.538 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 29 32 2 1 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 1.538 0.000 0.000 44.615 49.230 3.076 1.538 
Average n 1.000 0.000 2.000 33.750 25.250 1.500 1.500 
% 1.538 0.000 3.076 51.922 38.845 2.307 2.307 
There were 119 small business owner-managers that reported an annual net profit of 
$200,001 or above. Of these 119 small businesses, 59 small business owner-managers stated 
that the local tax rate is 6% and 60 small business owner-managers stated that the local tax rate is 
7%. 
There were 45% of small business owner-managers that neither agreed nor disagreed that 
sales have increased in the past year, yearly gross sales for their business are above the industry's 
average, their business has experienced a profit in the last three consecutive years, and the net 
income for their business in the current financial year will most likely be higher than it was in the 
last financial year based on current sales as relates the local governmental regulations. 
The table below shows a breakdown of responses on local governmental regulations and 
business success. 
Table 38: Relationship between Local Governmental Regulations and Business Success 
Local Governmental Regulations 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales , 0 0 2 51 49 4 13 
Q38 have increased. 
% 0.000 0.000 1.680 42.857 41.176 3.361 10.924 
Yearly gross sales for 
this b;siness are 
n 0 
above the industry's 0 8 60 45 2 4 
Q39 average. 
% 0.000 0.000 6.722 50.420 37.815 1.680 3.361 
This business has 
experienced a profit n 0 0 11 60 33 5 10 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 9.243 50.420 27.731 4.201 8.403 
Based on current 
sales, the net income 
for this business in 
the current financial 0 2 45 56 11 5 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 1.680 37.815 47.058 9.243 4.201 
Average n 0.000 0.000 5.750 54.000 45.750 5.500 8.000 
% 0.000 0.000 4.831 45.378 38.445 4.621 6.722 
The largest category of number of years in business among 154 small businesses is 'less 
than 5 years'. There were 59 small business owner-managers that are in business for less than 5 
years. There were 51% of small businesses that are in operation for less than 5 years that neither 
agreed nor disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last fmancial year based on current sales. 
The table below shows a breakdown of responses on number of years in business and 
business success. 
Table 39: Relationship between Number of Years in Business and Business Success - Number of 
Years in Business (less than 5 years) 
Number of Years in Business (less than 5 years) 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 3 27 24 2 Q38 have increased. 2 
% 1.694 0.000 5.084 45.762 40.677 3.389 3.389 
Yearly gross sales 
for this business are 
above the industry's n 1 0 7 33 ' 17 1 0 
Q39 average. 
% 1.694 0.000 11.864 55.932 28.813 1.694 0.000 
This business has 
experienced a profit n 1 0 9 32 16 0 I 
in the last three 
Q40 consecutive years. 
% 1.694 0.000 15.254 54.237 27.1 18 0.000 1.694 
Based on current 
sales, the net income 
for this business in 
the current financial 
year will most likely 0 1 29 23 4 1 
be higher than it was 
in the last financial 
Q41 year. 
% 1.694 0.000 1.694 49.152 38.983 6.779 1.694 
Average n 1.000 0.000 5.000 30.250 20.000 1.750 1.000 
% 1.694 0.000 8.474 51.270 33.897 2.965 1.694 
Research question 4 
Research question 4 asks: "Is there a relationship between the small business' location 
and business success in South Florida?" 
There were 20 small business owner-managers that indicated 'strongly agree' responses 
to the location items (question 32-37). There were 31% of small business owner-managers that 
somewhat agreed and 31% of small business owner-managers that strongly agreed that sales 
have increased in the past year, yearly gross sales for their business are above the industry's 
average, their business has experienced a profit in the last three consecutive years, and the net 
income for their business in the current financial year will most likely be higher than it was in the 
last financial year based on current sales as it relates to the location of their small business. 
The table below shows a breakdown of responses on location and business success. 
Table 40: Relationship between Location and Business Success 
Location 
*n = 20 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, sales 0 0 0 3 3 2 12 
438 have increased. 
% 0.000 0.000 0.000 15.000 15.000 10.000 60.000 
Yearly gross sales for 
this business are 
n 0 
above the industry's 0 2 4 10 1 3 
Q39 average. 
% 0.000 0.000 10.000 20.000 50.000 5.000 15.000 
This business has 
experienced a profit n 1 0 2 6 3 1 7 
in the last three 
Q40 consecutive years. 
% 5.000 0.000 10.000 30.000 15.000 5.000 35.000 
Based on current 
sales, the net income 
for this business in 
the current financial 0 0 0 3 9 5 ,, 3 
year will most likely 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 0.000 15.000 45.000 25.000 15.000 
Average n 0.250 0.000 1.000 4.000 6.250 2.250 6.250 
% 1.250 0.000 5.000 20.000 31.250 11.250 31.250 
There were 67 small business owner-managers that indicated 'strongly agree' responses 
to the 'city limits' question. There were 59% of small business owner-managers that neither 
agreed nor disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales as it relates to the 
location of their small business as it relates to location in the city. 
The table below shows a breakdown of responses on city limits and business success. 
Table 41: Relationship between City Limits and Business Success 
Location: City 
*n = 67 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, n 0 0 2 43 2 1 1. Q38 sales have increased. 0 
% 0.000 0.000 2.985 64.179 31.343 1.492 0.000 
Yearly gross sales 
for this business are 
above the industrv's n 0 0 6 46 15 0 0 
Q39 average. 
% 0.000 0.000 8.955 68.656 22.388 0.000 0.000 
This business has 
experienced a profit 0 0 9 36 21 1 0 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 13.432 53.731 31.343 1.492 0.000 
Based on current 
sales, the net income 
for this business in 
the current financial 0 1 32 30 4 0 
year will most likely 
be higher than it was 
in the last financial 
441 year. 
% 0.000 0.000 1.492 47.761 44.776 5.970 0.000 
Average n 0.000 0.000 4.500 39.250 21.750 1.500 0.000 
% 0.000 0.000 6.716 58.581 32.462 2.238 0.000 
There were 58 small business owner-managers that indicated 'strongly agree' responses 
to the 'neighborhood' question. There were 59% of small business owner-managers that neither 
agreed nor disagreed that sales have increased in the past year, yearly gross sales for their 
business are above the industry's average, their business has experienced a profit in the last three 
consecutive years, and the net income for their business in the current financial year will most 
likely be higher than it was in the last financial year based on current sales as it relates to their 
business location in a neighborhood. 
The table below shows a breakdown of responses on neighborhood and business success. 
Table 42: Relationship between Neighborhood and Business Success 
Location: Neighborhood 
*n = 58 
Strongly Disagree (%) Strongly Agree (%) 
Business Success 1 2 3 4 5 6 7 
In the past year, n 0 0 0 36 18 3 1 
438 sales have increased. 
% 0.000 0.000 0.000 62.068 31.034 5.172 1.724 
Yearly gross sales 
for this business are 
above the industry's n 0 0 2 37 18 1 0 
439 average. 
% 0.000 0.000 3.448 63.793 31.034 1.724 0.000 
This business has 
experienced a profit n 0 0 6 37 1 1  3 1 
in the last three 
Q40 consecutive years. 
% 0.000 0.000 10.344 63.793 18.965 5.172 1.724 
Based on current 
sales, the net income 
for this business in 
the current financial 0 1 26 27 4 
year will most likely 
0 
be higher than it was 
in the last financial 
Q41 year. 
% 0.000 0.000 1.724 44.827 46.551 6.896 0.000 
Average n 0.000 0.000 2.250 34.000 18.500 2.750 0.500 
% 0.000 0.000 3.879 58.620 31.896 4.741 0.862 
Chapter Summary 
This qualitative study explored the determinants of small business success among small 
business owner-managers. There were 154 small business owner-managers in Miami Dade and 
Broward County in Southeast Florida, USA that were selected as participants. A detailed survey 
was developed and the responses of the small business owner-managers were obtained through 
'paper and pencil' surveys. The topics in the surveys were linked to the four research questions. 
The data were organized and analyzed to extract significant trends. The detailed findings of each 
research question have been presented in an organized manner in this chapter. The final chapter 
deduces the findings, draws conclusions and offer recommendations. 
CHAPTER V 
DISCUSSION, CONCLUSIONS AND RECOMMENDATIONS 
Discovering a 'recipe' of the factors that result in business success is invaluable. The 
effect of the small business owner-manager's characteristics on the success of the small business 
can assist other small business owner-managers in developing or enhancing their skills. 
Academic researchers have been seeking to discover what factors contribute to business success. 
The primary purpose of this study was to investigate the demographics of the small 
business owner-manager; the culture of the small business owner-manager; characteristics of the 
small business, and the small business location that are critical to small business success. 
The empirical literature on small business success includes an array of research about the 
personal characteristics of the small business owner-manager in achieving business success and 
theories of business success. However, prior studies explored only a limited number of 
characteristics that influence the success of a small business. The literature lacked a specific 
application to the population that was targeted in this study. 
This research offers a contribution to potential small business owner-managers whose 
desire is to establish their firms or to remain in business. The prominence of small businesses for 
economic growth is of major importance to any country. 
This study was the first to combine the following theories. These are: Strategic Network 
theory, Theory of Differentiation, Knowledge Based View theory, Organizational Life Cycle 
theory, and Spatial Interaction theory. The purpose of this non-experimental and descriptive 
study was to reveal specific factors that contributed to small business success in South Florida. 
Chapter V offers explanations of research findings, conclusions, limitations, and 
recommendations for future research. 
Overview of Study 
This study was a descriptive, qualitative and non-experimental study. The location for the 
study was in Miami Dade and Broward County, FL, USA. The researcher chose a convenient 
sampling plan consisting of 154 small business owner-managers. A11 participants were older than 
eighteen years with no known mental or physical disabilities. The main data collection 
instrument for this study was surveys, and an extensive literature review. The survey was made 
up of both multiple choice and Likert scale items. The researcher used an inductive content 
analysis method for extracting noteworthy trends in a large collection of data. Based on the 
collected data, the researcher drew conclusions about the research questions. 
The following are the research questions for this study: 
RQl : Is there a relationship between the small business owner-manager's personal 
characteristics and business success in South Florida? 
RQ2: Is there a relationship between the small business owner-manager's culture and business 
success in South Florida? 
RQ3: Is there a relationship between the small business' characteristics and business success in 
South Florida? 
RQ4: Is there a relationship between the small business' location and business success in South 
Florida? 
Findings and Conclusions 
Discussion on Findings and Conclusions 
Findings were drawn by summarizing the percentage of small business owner-managers' 
viewpoints on various items. Likert scales were broken down by combining the seven response 
categories (i.e., strongly disagree, disagree, somewhat disagree, neither agree nor disagree, 
somewhat agree, agree, strongly agree) into two categories - 'agree' and 'disagree'. 'Strongly 
disagree', 'disagree', and 'somewhat disagree' were grouped as 'disagree'. 'Somewhat agree', 
'agree', and 'strongly agree' were grouped as 'agree'. 
The researcher was interested in the larger percentage of the small business owner- 
managers who either agreed or disagreed with an item. The small business owner-managers' 
responses on items under investigation in this study were analyzed by adding the total percentage 
of respondents that fall on either side of the 'scale' of agree or disagree. 
The interpretation of data in regards to the Likert scale's option of 'neither agree nor 
disagree' means that small business owner-managers do not have a strong inclination to 
agreement or disagreement. It is reasonable that small business owner-managers will honestly 
have a neutral attitude about some items. For purposes of this study, when small business owner- 
managers selected 'neither agree nor disagree', it means the respondent has no opinion about the 
item. The midpoint or 'neither agree nor disagree' is not of substantive interest for the purpose of 
this study. As such, responses were collapsed into condensed categories for analysis of either 
'agree' or 'disagree'. 
The inclusion of the neutral - 'neither agree nor disagree' option on the Likert scale is 
warranted for this study. The researcher believes that if small business owner-managers do not 
think that they have a strong preference, they may skip the question altogether or put an answer 
that does not really represent their real opinion. The researcher felt that by forcing small business 
owner-managers to choose an applicable response, that is, to exclude the option of 'neither agree 
nor disagree', it could result in random guessing and consequently lower data quality. The 
researcher preferred if small business owner-managers made an educated guess in these 
instances. 
The following is a discussion of the research questions. 
Research Question 1 
Research question 1 addressed in the study was: "Is there a relationship between the 
small business owner-manager's personal characteristics and business success in South Florida? 
The small business owner-manager's personal characteristics includes the following 
demographic information: age, gender, managerial experience, educational level, and fluency in 
a secondary language. 
The largest age group is 46-55 years old which consisted of 67 small business owner- 
managers. In this group, there were 3% who disagreed and 46% who agreed on their viewpoints 
about business success. The table below shows the averages for this 'age' group: 
Table 43: Averages of the relationship between Age and Business Success (46-55) 
The larger gender group is males which consisted of 99 small business owner-managers. 
In this group, there were 6% who disagreed and.47% who agreed on their viewpoints about 
business success. The table below shows the averages for this 'gender' group: 
Average 
Strongly Disagree (%) Strongly Agree (%) 
1 
n 1 0.000 
% 1 0.000 
2 
0.000 
0.000 
3 
2.000 
2.984 
4 
34.250 
51.1 19 
5 
26.500 
39.551 
6 
3.250 
4.850 
7 
1.000 
1.492 
Table 44: Averages of the relationship between Gender and Business Success (Males) 
There are 40 small business owner-managers who had 3.1 to 6 years of managerial 
experience. This is the largest group among small business owner-managers for managerial 
experience. There were 13% who disagreed and 37% who agreed on their viewpoints about 
business success. The table below shows the averages for the 'managerial experience' group: 
Average 
Table 45: Averages of the relationship between Managerial Experience and Business Success 
(3.1 Years to 6 Years Experience) 
Strongly Disagree (%) Strongly Agree (%) 
The highest educational level attained by 56 small business owner-managers is a 
Bachelor's Degree. This is the largest group for educational level among all small business 
owner-managers in this study. There were 6% who disagreed and 43% in this group who agreed 
on their viewpoints about business success. The table below shows the averages for the 
'educational level' group: 
1 
n 11.250 
% 1 1.262 
Average 
2 
0.000 
0.000 
Strongly Disagree (%) Strongly Agree (%) 
1 
n 1 1.250 
% 1 3.125 
3 
4.500 
4.545 
2 
0.000 
0.000 
4 
46.250 
46.716 
3 
3.750 
9.375 
5 
38.250 
38.635 
4 
20.250 
50.625 
6 
5.000 
5.050 
7 
3.750 
3.787 
5 
13.000 
32.500 
6 
0.250 
0.625 
7 
1.500 
3.750 
Table 46: Averages of the relationship between Educational Level and Business Success 
(Bachelor's Degree Diploma) 
The languages most spoken are 'English and Spanish'. There are 53 small business 
owner-managers in 'fluency in a secondary language' largest group. There were 3% who 
disagreed and 50% in this group who agreed on their viewpoints about business success. The 
table below shows the averages for the 'fluency in a secondary language' group: 
Average 
Table 47: Averages of the relationship between Secondary Language and Business Success 
(English and Spanish) 
Strongly Disagree (%) Strongly Agree (%) 
Research Question 1: Findings 
In conclusion, 46% of small business owner-managers between the ages of 46-55 years 
old had parallel viewpoints on business success. There were 47% male small business owner- 
managers who had the same views on business success. Overall, there were 37% of all small 
business owner-managers who had between 3.1 to 6 years managerial experience, and they 
shared analogous viewpoints on business success. There were 43% of small business owner- 
managers who had a Bachelor's degree, and shared similar viewpoints on small business success. 
As regards to speaking a secondary language, 50% of the small business owner-managers spoke 
English and Spanish, and had parallel views on business success. 
Average 
6 
2.750 
4.910 
1 
n 10.000 
% (0.000 
Strongly Disagree (%) Strongly Agree (Oh) 
4 
28.250 
50.446 
7 
2.250 
4.017 
5 
19.250 
34.374 
2 
0.000 
0.000 
1 
n 10.000 
% 1 0.000 
3 
3.500 
6.249 
5 
21.750 
41.037 
6 
1.250 
2.358 
4 
24.750 
46.697 
2 
0.000 
0.000 
7 
3.500 
6.603 
3 
1.750 
3.301 
The above findings suggest that there is a relationship between age, gender, managerial 
experience, educational level and fluency in a secondary language of the small business owner- 
manager and business success in South Florida. 
Research Question 2 
Research question 2 addressed in the study was: "Is there a relationship between the 
small business owner-manager's culture and business success in South Florida? 
There are various ethnic backgrounds examined. These are American, Argentinian, 
British, Bahamian, Canadian, Cayrnanian, Chinese, Columbian, Costa Rican, Cuban, Dominican, 
Haitian, Jamaican, Nicaraguan, Peruvian, Puerto Rican, and Trinidadian cultures. 
There are 29 small business owner-managers examined on culture items. In this group, 
there were 7% who disagreed and 65% who agreed on their viewpoints about business success. 
The table below shows the averages for this 'culture' group: 
Table 48: Averages of the relationship between Culture and Business Success 
Research Question 2: Findings 
This finding indicates that there is a relationship between the small business owner- 
manager's culture and business success in South Florida. 
Average 
Strongly Disagree (%) Strongly Agree (%) 
1 
n 1 1.250 
% 1 4.310 
2 
0.000 
0.000 
3 
0.750 
2.586 
4 
8.250 
28.447 
5 
9.500 
32.758 
6 
2.000 
6.896 
7 
7.250 
24.999 
Research Question 3 
Research question 3 address'ed in the study was: "Is there a relationship between the 
small business' characteristics and business success in South Florida"? 
The average cost of products and services, type of industry, type of customers, legal 
business structure, local governmental regulations, and number of years in business supplied 
insights for this research question. 
For the average cost of products and services, the largest group consisted of 53 small 
business owner-managers who provided service to consumers with an average cost of $21 or 
more for service. In this group, there were 4% who disagreed and 40% who agreed on their 
viewpoints about business success. The table below shows the averages for the 'products and 
services' group: 
Table 49: Averages of the relationship between Products and Services and Business Success - 
Service to Consumers (21 or more) 
For type of customers, the largest group consisted of 42 small business owner-managers 
who indicated that their customers are usually females between the ages of 30-39. In this group, 
there were 4% who disagreed and 61% who agreed on their viewpoints about business success. 
The table below shows the averages for the 'type of customers' group: 
Average 
Strongly Disagree (%) Strongly Agree (%) 
1 
n 1 0.000 
% 1 0.000 
2 
0.000 
0.000 
3 
2.250 
4.245 
4 
29.750 
56.131 
5 
17.000 
32.075 
6 
1.250 
2.358 
7 
2.750 
5.188 
Table 50: Averages of the relationship between Type of Customers and Business Success - 
Females (30-39) 
For type of industry, the largest group consisted of 24 small business owner-managers in 
retail trade. In this group, there were 8% who disagreed and 55% who agreed on their viewpoints 
about business success. The table below shows the averages for the 'type of industry' group: 
Average 
Table 5 1 : Averages of the relationship between Type of Industry and Business Success -Retail 
Strongly Disagree (Oh) Strongly Agree (%) 
For the legal structure of the small business, the largest group examined consisted of 65 
small business owner-managers. In this group, there were 5% who disagreed and 43% who 
agreed on their viewpoints about business success. The table below shows the averages for the 
'legal structure' group: 
1 
n 1 0.000 
% 1 0.000 
Average 
Table 52: Averages of the relationship between the Legal Structure andBusiness Success - Bank 
Only 
2 
0.000 
0.000 
Strongly Disagree (%) Strongly Agree (%) 
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n 1 0.000 
% 1 0.000 
Average 
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1.750 
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0.000 
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36.458 
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1.750 
4.166 
3 
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7 
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For governmental regulations, the largest group examined consisted of 1 19 small 
business owner-managers. In this group, there were 5% who disagreed and 50% who agreed on 
their viewpoints about business success. The table below shows the averages for the 'local 
governmental regulations' group: 
Table 53: Averages of the relationship between Local Governmental Regulations and Business 
Success 
For the number of years in business, the largest group consisted of 59 small business 
owner-managers who have been in business less than 5 years. In this group, there were 10% who 
disagreed and 39% who agreed on their viewpoints about business success. The table below 
shows the averages for the 'number of years in business' group: 
Average 
Table 54: Averages of the relationship between Number of Years in Business and Business 
Success - Number of Years in Business (less than 5 years) 
Strongly Disagree (%) Strongly Agree (%) 
Research Question 3: Findings 
In conclusion, there were 40% of small business owner-managers who agreed on their 
viewpoints about the average cost of products and services, and business success. There were 
1 
n 1 0.000 
% 1 0.000 
Average 
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0.000 
0.000 
Strongly Disagree (%) Strongly Agree (%) 
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4 
54.000 
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5 
45.750 
38.445 
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6 
1.750 
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7 
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61% of small business owner-managers who agreed on their viewpoints on the type of customers 
and business success. There were 55% who agreed on their viewpoints about the type of industry 
and business success. There were 43% of small business owner-managers who agreed on their 
viewpoints about the legal structure of the small business and business success. There were 50% 
of small business owner-managers who agreed on their viewpoints about local governmental 
regulations and business success. Lastly, 39% of small business owner-managers agreed on their 
viewpoints about the number of years in business and business success. 
Findings from this study suggests a relationship between products/se~ices, type of 
industry, type of customers, legal business structure, local governmental regulations, number of 
years in business and business success in South Florida. 
Research Question 4 
The research question 4 addressed in the study was: "Is there a relationship between the 
small business' location and business success in South Florida"? 
The small business location within city limits and neighborhood limits, and business 
success was examined. For location within city limits, the largest group consisted of 67 small 
business owner-managers. In this group, there were 7% who disagreed and 35% who agreed on 
their viewpoints about business success. The table below shows the averages for the 'city limits' 
group: 
Table 55: Averages of the relationship between City Limits and Business Success 
Average 
Strongly Disagree (%) Strongly Agree (%) 
7 
0.000 
0.000 
1 
n 10.000 
% 1 0.000 
2 
0.000 
0.000 
3 
4.500 
6.716 
5 .  
21.750 
32.462 
4 
39.250 
58.581 
6 
1.500 
2.238 
For location within neighborhoods, the largest group consisted of 58 small business 
owner-managers. In this group, there were 4% who disagreed and 37% who agreed on their 
viewpoints about business success. The table below shows the averages for the 'neighborhood 
limits' group: 
Table 56: Averages of the relationship between Neighborhood and Business Success 
Research Question 4: Findings 
Findings from the study indicates that there is a relationship between location, both city 
and neighborhood limits, and success of a small business in South Florida. 
Average 
Conclusions 
In examining the personal characteristics of the small business owner-managers by 
exploring age, gender, managerial experience, educational level, and secondary language, the 
sentiments of these small business owner-managers on business success are quite similar. At a 
glance, the table below shows a comparison in the percentage of agreement of the responses of 
small business owner-managers by their personal characteristics. The personal characteristic of 
small business owner-managers that showed the least equivalence in opinions on business 
success was managerial experience. 
Strongly Disagree (%) Strongly Agree (%) 
1 
n 1 0.000 
%)O.OOO 
2 
0.000 
0.000 
3 
2.250 
3.879 
4 
34.000 
58.620 
5 
18.500 
31.896 
6 
2.750 
4.741 
7 
0.500 
0.862 
Table 57: comparison of Personal Characteristics 
The findings reveal that small business owner-managers felt the strongest in their 
opinions about their culture and business success. 
In assessing the small business characteristics by exploring type of productslservices, 
type of customers, type of industry, legal structure, local governmental regulations, and number 
of years in business, the sentiments of these small business owner-managers on business success 
are also quite similar. At a glance, the table below shows a comparison in the percentage of 
agreement of the responses of small business owner-managers in regards to the small business 
characteristics. The small business characteristic that showed the least equivalence in opinions 
on business success was number of years in business. 
Table 58: Comparison of Small Business Characteristics 
Personal 
Characteristics 
Percentage of 
Agreement 
Managerial 
Experience 
37% 
An examination of the location of the small business and business success by exploring 
both city and neighborhood limits resulted in the least concurrence among small business owner- 
managers in this study. There were 35% of small business owner managers who agreed that 
21 2 
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46% 
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43% 
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Language 
50% 
Products1 
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40% 
Type of 
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61% 
Type of 
Industry 
55% 
Legal 
Structure 
43 % 
Local 
Governmental 
Regulations 
50% 
Number 
of Years 
in 
Business 
39% 
location affected their business success within city limits, and 37% of small business owner- 
managers agreed that location affected their business success within neighborhood limits. . 
Based on the findings and discussion earlier in this chapter, the following conclusions are 
drawn: 
1. There is evidence that shows that there is a relationship between the small business owner- 
manager's personal characteristics and business success in South Florida. 
2. There is evidence that shows that there is there a relationship between the small business 
owner-manager's culture and business success in South Florida. 
3. There is evidence that shows that there is a relationship between the small business' 
characteristics and business success in South Florida. 
4. There is evidence that shows that there is a relationship between the small business' location 
and business success in South Florida. 
Limitations 
This study's limitations are as follows: 
1. The sample was only in two counties (Miami Dade and Broward) in Southeast Florida, USA. 
Therefore, this sample cannot be generalized to other locations. 
2. Only small business owner-managers were surveyed. The main target population was small 
business owner-managers; however, it would be productive to study the perceptions of other 
important players in the small business organization such as employees and suppliers. 
3. This study was a cross-sectional study due to time and cost constraints. A longitudinal study 
could render different results and findings. 
4. The responses to the surveys are self-reported and the honesty of respondents cannot be 
guaranteed. 
Recommendations 
Future studies should be conducted in other countries or nationwide in the United States 
to examine different factors that influence business success. A longitudinal study is 
recommended to examine business success for an extended period of time. Although some 
limitations were in this study, the fmdings contribute to the understanding of small business 
success. A more robust quantitative study design should be undertaken to uncover more concrete 
correlations among variables. 
Chapter Summary 
This study explored small business success as perceived by small business owner 
managers. There were 154 small business owner-managers that participated. The findings 
indicate relationships among small business owner-manager's personal characteristics, small 
business owner-manager's culture, small business' characteristics, small business' location 
and business success in South Florida. This study did not indicate the strength of the 
relationships of the small business owner-manager's personal characteristics, small business 
owner-manager's culture, small business' characteristics, small business' location and 
business success. However, this study has advanced the small business research as these 
variables and their relation to business success in this particular locale was not previously 
undertaken. 
This chapter concludes the study. 
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APPENDIX A 
Survey Instrument 
Part A: Demographics 
Instruction: Please select ONE response for each item that best describes you by placing a check 
mark {d ) for your choice. 
1) Gender: Male - Female 
2) Age: 
- 18-25 - 26-35 - 36-45 - 46-55 
- 56-65 6 6  and above 
3) Which of the following MOST describes your ethnic background? Check ONE. 
A m e r i c a n  
Argentinian 
B r i t i s h  
B a h a m i a n  
C a n a d i a n  
C a y m a n i a n  
Chinese 
C o l u m b i a n  
C o s t a  Rican 
C u b a n  
D o m i n i c a n  
H a i t i a n  
J a m a i c a n  
N i c a r a g u a n  
P e r u v i a n  
P u e r t o  Rican 
T r i n i d a d i a n  
O t h e r ;  Please specify 
4) What language(s) do you speak? Check AL,L languages spoken fluently: 
English 
S p a n i s h  
French 
H a i t i a n  Creole 
Italian 
Manda r in ICh inese  
-Portuguese 
O t h e r ;  please specify 
5) Highest Degree earned: Please select the HIGHEST degree earned. 
- Below High School - High School Graduate A s s o c i a t e  degree diploma 
B a c h e l o r ' s  degree diploma M a s t e r ' s  degree diploma D o c t o r a l  degree diploma 
P r o f e s s i o n a l  Certification earned: C F P  - JD -CPA 
O t h e r s ;  (if yes, please list) 
6) How many years have you managed a business? Check ONE. 
l e s s  than 3 months 
3 months to 3 years experience 
-3.1 years to 6 years experience 
6 . 1  years to 9 years experience 
9 . 1  years to 12 years experience 
1 2 . 1  years to 15 years experience 
1 5 . 1  years to 18 years experience 
1 8 . 1  years to 20 years experience 
20. 1 years or more experience 
Part B: Business Characteristics 
Instruction: Please select ONE response for each item that best describes your business by 
placing a check mark {d ) for your choice. 
7) How long have you been operating this company? Check ONE. 
l e s s  than 5 years 
5 . 1  years to 8 years 
8 . 1  years to 11 years 
1 1 . 1  years to 14 years 
1 4 . 1  years to 17 years 
1 7 . 1  years to 20 years 
2 0 . 1  years or more years 
8) What financial means was used to start this business? Check ALL that apply. 
Bank loan - Credit card - Personal savings 
-U.S. Small Business Administration loan 
O t h e r ;  please specify 
9) What type of business is this company 'registered as' in the State of Florida? 
L L C  - Non-Profit Organization - Partnership - S Corporation 
C o r p o r a t i o n  Trust 
10) Which of the following industries BEST describes this business? Check ONE. 
-Accommodation and Food Services 
C o n s t r u c t i o n  
E d u c a t i o n a l  Services 
Finance 
H e a l t h c a r e  and Social Assistance 
I n f o r m a t i o n  
M a n u f a c t u r i n g  
P r o f e s s i o n a l  Services 
R e a l  Estate 
R e t a i l  Trade 
T r a n s p o r t a t i o n  and Warehousing 
-Utilities 
W h o l e s a l e  Trade 
-Other; please specify 
11) What does your business supply? Check ONE. 
Products to consumers 
P r o d u c t s  to businesses andor government 
S e r v i c e s  to consumers 
S e r v i c e s  to businesses andor government 
pProducts/Services to consumers 
pProducts/Services to business andor government 
12) How much is the average price of your service or product? Check ONE. 
$ 5  or less - $6to$10 $11 to$15 - $16to$20 - $21 or more 
13) How many employees are in this company? 
1 to5 - 6 to  10 - 11to15 - 16to20 21 or more 
14) What is the busiest day of the week for this business? Check ONE. 
Sunday 
M o n d a y  
Tuesday 
Wednesday 
- Thursday 
F r i d a y  
Saturday 
15) How many hours are you open from Monday to Friday? 
- Less than 30 hours 
3 1  -40 hours 
4 1 hours or more 
16) How many hours are you open from Saturday to Sunday? 
L e s s  than 12 hours 
13 - 20 hours 
21 hours or more 
17) Most of my customers are: 
- Male 
Female 
18) . What is the age range of most customers? Check ONE. 
21 to 29 years - - 20 years and under - 30 to 39 years - 40 to 49 years 
5 0  to 59 years - 60 years or above 
19) How many customers visit your business per day during the summer months of May to 
October? 
50 or less 
50 1 or more 
20) How many customers visit your business per day during the winter months of November 
to April? 
50 or less 
51-100 
1 0 1  -500 
501 or more 
21) I would estimate that my typical customer has an annual household income of (Check 
ONE): 
less than $25,000 
- $25,000 - $49,999 
$50,000 - $74,999 
- $75,000 - $99,999 
- $100,000 - $149,000 
- $150,000 or above 
22) What is the local sales tax rate? 
6 . 0 0 %  - 6.50% - 7.00% - 7.50% 
23) How much does your annual business insurance cost? 
$2000 or less $2001 to $5000 $5001 to $7500 $7501 to $10,000 
- $10,001 or more 
24) What is your reported annual net PROFIT? 
- $20,000 or less 
- $40,001 - $60,000 
$ 8 0 , 0 0 1  - $100,000 
- $120,001 - $150,000 
- $180,001 - $200,000 
$ 2 0 , 0 0 1  - $40,000 
- $60,001 - $80,000 
- $100,001 - $120,000 
- $150,001 - $180,000 
- $200,001 or above 
Part C: Cultural Identity 
Instruction: Please indicate how much you disagree or agree with each of the following 
statements by CIRCLING the most appropriate one of the seven numbers (1,2,3,4,5, 
6,7) in each item. ' I '  represents 'Strongly disagree' and '7' represents 'Strongly agree'. 
25) Your 'country of birth' is very important to you. 
Strongly Disagree Strongly Agree 
26) Cultural public holidayslevents are important to this business. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
27) Business transactions are completed ONLY with small business owner-managers of your 
culture. 
Strongly Disagree Strongly Agree 
28) In business, people of your culture are generally tough negotiators: 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
29) In your culture, small business owner-managers are generally aggressive: 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
30) In your culture, people are recognized for excellent performance and success. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
31) In your culture, people take pride in accomplishments. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
Part D: Location 
Instruction: Please indicate how much you disagree or agree with each of the following 
statements by CIRCLING the most appropriate one of the seven numbers (1 ,2 ,3 ,4 ,5 ,  
6,7) in each item. '1 ' represents 'Strongly disagree' and '7' represents 'Strongly agree' 
32) This business is located in the city. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
33) This business is located in a neighborhood. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
34) Most customers live nearby to this business. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
35) Employees live nearby to this business. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
36) Business' suppliers are located nearby. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
37) My business is situated in an ideal location. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
Part E: Business Success 
Instruction: Please indicate how much you disagree or agree with each of the following 
statements by CIRCLING the most appropriate one of the seven numbers (1,2,3,4, 5, 
6,7) in each item. '1' represents 'Strongly disagree' and '7' represents 'Strongly agree'. 
38) In the past year, sales have increased. 
Strongly Disagree Strongly Agree 
1  2 3 4 5 6 7  
39) Yearly gross sales for this business are above the industry's average. 
Strongly Disagree Strongly Agree 
1  2 3 4 5 6 7  
40) The business has experienced a profit in the last three consecutive years. 
Strongly Disagree Strongly Agree 
41) Based on current sales, the net income for this business in the current financial year will 
most likely be higher than it was in'the last fmancial year. 
Strongly Disagree Strongly Agree 
1 2 3 4 5 6 7  
Thank you for your participation! 
APPENDIX B 
Data for 154 small businesses in Miami Dade and Broward County, FL 
1. Age Groups of Small Business Owner-Managers 
2. Ethnic Backgrounds of Small Business Owner-Managers 
3. Languages of Small Business Owner-Managers 
I School 
Educational Levels of Small Business Owner-Managers 
I Below High 
" 
Master's Degree 1 29 1 18.83 
High School 
Associate Degree 
Bachelor's Deeree 
Frequency 
(n> 
5 
Managerial Experience of Small Business Owner-Managers 
Percent (%) 
3.25 
44 
15 
56 
Doctoral Degree 
Professional Cert. 
Others 
28.57 
9.74 
36.36 
1 
4 
0 
0.65 
2.60 
0 
6. Small Business: Years of Operation 
7. Small Business: Financial Means 
8. Small Business: Type of Business 
Bank Loan 
Credit Card 
Personal Savings 
U.S. Small Business Administration 
Loan 
Other 
Frequency 
(n) 
83 
32 
60 
8 
4 
Percent (%) 
53.90 
20.78 
38.96 
5.19 
2.60 
9. Small Business: Type of Industry 
10. Small Business: Business Supply 
1 1. Small Business: Service/Product Cost 
Products to consumers 
Products to businesses and/or government 
Services to consumers 
Services to businesses and/or government 
Products/Services to consumers 
Products/Services to business and/or government 
Frequency 
(4 
3 1 
14 
60 
19 
21 
9 
$5 or less 
$6 - $10 
$11-$15 
$16-$20 
$21ormore 
Percent (%) 
20.13 
9.09 
38.96 
12.34 
13.64 
5.84 
Frequency 
(n) 
17 
29 
10 . 
7 
91 
Percent (%) 
11.04 
18.83 
6.49 
4.55 
59.09 
12. Small Business: Number of Employees 
13. Small Business: Busiest Days 
1 - 5  
6 - 1 0  
11 -15 
16 -20 
21 or more 
14. Small Business: Opening Hours (Monday - Friday) 
15. Small Business: Opening Hours (Saturday and Sunday) 
Frequency 
(n) 
96 
39 
11 
6 
2 
21 hours or more 
Percent (YO) 
62.34 
25.32 
7.14 
3.90 
1.30 
16. Small Business: Number of Customers' Visits 
November to April 1 50 or less 1 72 1 46.75 
May to October 
50 or less 
51-100 
10 1-500 
501 or more 
-. .. . 
101-500 1 40 ] 25.97 
501 or more 12 1 1.71) 
17. Small Business: Local Sales Tax Rate 
Frequency 
(n) 
76 
35 
37 
6 
Percent (%) 
49.35 
22.72 
24.03 
3.90 
IS. Small Business: Annual Business Insurance Cost 
Tax 
Rate 
6.00% 
6.50% 
7.00% 
7.50% 
Frequency 
(n) 
77 
0 
77 
0 
Annual Business Insurance Cost 
$2000 or less 
$2001 - $5000 
$5001 - $7500 
$750 1 - $10,000 
$10,001 or more 
Percent (%) 
50 
0 
50 
0 
Frequency 
(n) 
120 
3 1 
3 
0 
0 
Percent (%) 
77.92 
20.13 
1.95 
0 
0 
19. Small Business: Reported Annual Net Profit 
Reported Annual Net Profit 
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Appendix D 
Consent Form for Small Business Owner-Managers 
Lynn University 
THIS DOCUMENT SHALL ONLY BE USED TO PROVIDE AUTHORIZATION FOR 
VOLUNTARY CONSENT 
PROJECT TITLE: Achieving Longevity in Business: Determinants of 
Small Business Success 
Project IRB Number: Lynn University 3601 N. Military Trail Boca Raton, Florida 33431 
I, Aretha Senior,-am a doctoral student at Lynn University. I am studying Global Leadership, 
with a specialization in Coruorate and Organizational Management. One of my degree 
requirements is to conduct a research study. 
DIRECTIONS FOR THE PARTICIPANT: 
You are being asked to participate in my research study. Please read this carefully. This form 
provides you with information about the study. The Principal Investigator (Aretha Senior) will 
answer all of your questions. Ask questions about anything you don't understand before deciding 
whether or not to participate. You are free to ask questions at any time before, during, or after 
your participation in this study. Your participation is entirely voluntary and you can refuse to 
participate without penalty or loss of benefits to which you are otherwise entitled. You 
acknowledge that you are at least 18 years of age, and that you do not have medical problems or 
language or educational bamers that precludes understanding of explanations contained in this 
authorization for voluntary consent. 
PURPOSE OF THIS RESEARCH STUDY: The study is about factors affecting small 
business success. There will be approximately 154 number of people invited to participate in this 
study. Only small business owner-managers from Broward and Miami-Dade counties in Florida 
will be asked to participate. These owner-managers are from various industries such as retail, 
food, service, construction, and manufacturing sectors. 
PROCEDURES: 
In this survey, you will first complete demographic information such as your gender and age. 
Then you will be asked questions about your business, your culture, and location of this business. 
This entire survey should take about 10 minutes to complete. This survey will be confidential. If 
necessary, the researcher, (Aretha Senior), can help you in completing the surveys. Since you 
will be completing the survey in the presence of the researcher, all responses will remain 
confidential and only the researcher may be able to identify you. However, no identifiable 
information can be traced back to you by any other person or organization. 
POSSIBLE RISKS OR DISCOMFORT: This study involves minimal risk. You may find that 
some of the questions are sensitive in nature. In addition, participation in this study requires a 
minimal amount of your time and effort. 
POSSIBLE BENEFITS: There may be no direct benefit to you in participating in this research. 
But knowledge may be gained which may help small businesses to succeed in South Florida. 
This success will in turn benefit the community. 
FINANCIAL CONSIDERATIONS: There is no financial compensation for your participation 
in this research. There are no costs to you as a result of your participation in this study. 
CONFIDENTIALITY: Every effort will be made to maintain confidentiality. Your identity in 
this study will be treated as confidential. Only the researcher (Aretha Senior) will know who you 
are. 
The data will be reported as "group" responses" but your identity and your business information 
will not be revealed in publications of this research. The results of this study may be published in 
a dissertation, scientific journals or presented at professional meetings. Your individual privacy 
will be maintained in all publications or presentations resulting from this study. 
All the data gathered during this study, which were previously described, will be kept strictly 
confidential by the researcher. Data will be stored in locked files and destroyed at the end of the 
research. Your survey will be saved electronically in a password protected computer for five 
years before it is destroyed. All information will be held in strict confidence and will not be 
disclosed unless required by law or regulation. 
RIGHT TO WITHDRAW: You are free to choose whether or not to participate in this study. 
There will be no penalty or loss of benefits to which you are otherwise entitled if you choose not 
to participate. 
CONTACTS FOR QUESTIONSIACCESS TO CONSENT FORM: Any hrther questions 
you have about this study or your participation in it, either now or any time in the future, will be 
answered by Aretha Senior (Principal Investigator) who may be reached at:  and 
Dr. Ralph Norcio, faculty advisor who may be reached at: . For any questions 
regarding your rights as a research subject, you may call Dr. Farideh Farazmand, Chair of the 
Lynn University Institutional Review Board for the Protection of Human Subjects, at - 
. If any problems arise as a result of your participation in this study, please call the Principal 
Investigator (Aretha Senior) and the faculty advisor (Dr. Ralph Norcio ) immediately. 
A copy of this consent form will be given to you. 
Appendix E 
Number of responses for each survey question 
1) Gender: Male = 99 Female = 55 
2) Age: 18-25 = 0 26-35 = 7 36-45 = 39 46-55 = 67 56-65 = 29 66 and above = 12 
3 )  Which of the following MOST describes your ethnic background? Check ONE. 
American = 30, Argentinian = 2, British = 15, Bahamian = I, Canadian = 15, Caymanian = 3, 
Chinese = 14, Columbian = 4, Costa Rican = 10, Cuban = 22, Dominican = 5, Haitian = 5, 
Jamaican = 15, Nicaraguan = 0, Peruvian = 2, Puerto Rican = 4, Trinidadian = 7, 
Other = 0 
4) What language(s) do you speak? Check ALL languages spoken fluently: 
English = 154, Spanish =54, French = 20, Haitian Creole = 5, Italian = 1, MandarinIChinese = 14, 
Portuguese = 0, Other = 0 
5 )  Highest Degree eamed: Please select the HIGHEST degree earned. 
Below High School = 5, High School Graduate = 44, Associate degree diploma = 15, 
Bachelor's degree diploma = 56, Master's degree diploma = 29, Doctoral degree diploma = 1, 
Professional Certification earned = 4, Others = 0 
6 )  How many years have you managed a business? Check ONE. 
less than 3 months = 0,3 months to 3 years experience = 7,3.1 years to 6 years experience = 40, 
6.1 years to 9 years experience = 35, 9.1 years to 12 years experience = 39, 
12.1 years to 15 years experience = 20, 15.1 years to 18 years experience = 10, 
18.1 years to 20 years experience = 0, 20.1 years or  more experience = 3 
7) How long have you been operating this company? Check ONE. 
less than 5 years = 59, 
11.1 years to 14 years = 
more = 3 
5.1 years to 8 years = 39, 8.1 years to 11 years = 34, 
14, 14.1 years to 17 years = 4, 17.1 years to 20 years = 1, 20.1 years or 
8) What financial means was used to start this business? Check ALL that apply. 
' Bank loan = 83, Credit card = 32, Personal savings = 60, U.S. Small Business Administration loan = 
8, Other = 4  
9) What type of business is this company 'registered as' in the State of Florida? 
LLC = 97, Non-Profit Organization = 0, Partnership = 30, S Corporation = 25, 
Corporation = 2, Trust = 0 
10) Which of the following industries BEST describes this business? Check ONE. 
Accommodation and Food Sewices = 21, Construction = 9, Educational Sewices = 9, 
Finance = 2, Healthcare and Social Assistance = 10, Information = 14, 
Manufacturing = 4, Professional Services = 23, Real Estate = 9, Retail Trade = 24, 
Transportation and Warehousing = 9, Utilities = 2, Wholesale Trade = 18, 
Other = 0 
11) What does your business supply? Check ONE. 
Products to consumers = 31, Products to businesses andlor government = 14, 
Services to consumers = 60, Services to businesses andlor government = 19, 
ProductslSewices to consumers = 21, ProductslSewices to business andlor government = 9 
12) How much is the average price of your service or product? Check ONE. 
$5 or less = 17 
%6t0$10=29 
$11 to$15= 10 
$16 to $20 = 7 
$21 or more = 91 
13) How many employees are in this company? 
14) What is the busiest day of the week for this business? Check ONE. 
Sunday = 7, Monday = 46, Tuesday = 12, Wednesday = 13, Thursday = 9, 
Friday = 40, Saturday = 27 
15) How many hours are you open from Monday to Friday? 
Less than 30 hours = 5,31- 40 hours = 73,41 hours or more = 76 
16) How many hours are you open from Saturday to Sunday? 
Less than 12 hours = 41,13 -20 hours = 48,21 hours or more = 65 
17) Most of my customers are: 
Male = 62, Female = 92 
IS) What is the age range of most customers? Check ONE. 
20 years and under = 11,21 to 29 years = 21,30 to 39 years = 72,40 to 49 years = 40 
50 to 59 years = 10,60 years or above = 0 
19) How many customers visit your business per day during the summer months of May to October? 
50 or less = 76; 51-100 =35; 101-500 = 37; 501 or more = 6 
20) How many customers visit your business per day during the winter months of November to April? 
50 or less = 72; 51-100 = 40; 101-500 = 40; 501 or more = 2 
21) I would estimate that my typical customer has an annual household income of (Check ONE): 
less than $25,000 = 8; $25,000 - $49,999 = 35; $50,000 - $74,999 = 53; $75,000 - $99,999 = 43; 
264 
$100,000 - $149,999 = 12; $150,000 or above = 3 
22) What is the local sales tax rate? 
23) How much does your annual business insurance cost? 
$2000 or less = 120; $2001 to $5000 = 31; $5001 to $7500 = 3; $7501 to $10,000 = 0; 
$10,001 or more = 0 
24) What is your reported annual net PROFIT? 
$20,000 or less = 0; $20,001 - $40,000 = 0; $40,001 - $60,000 = 0; $60,001 - $80,000 = 0; 
$150,001 - $180,000 = 9; $180,001 - $200,000 = 17; $200,001 or above = 119 
Instruction: Please indicate how much you disagree or agree with each of the following statements by 
CIRCLING the most appropriate one of the seven numbers ( I ,  2,3,4,5,6,7)  in each item. ' 1' 
represents 'Strongly disagree' and '7' represents 'Strongly agree'. 
25) Your 'country of birth' is very important to you. 
1 = 0 responses 
2 = 0 responses 
3 = 4 responses 
4 = 18 responses 
5 = 25 responses 
6 = 55 responses 
7 = 52 responses 
26) Cultural public holidayslevents are important to this business. 
1 = 4 responses 
2 = 1 responses 
3 = 7 responses 
4 = 15 responses 
5 = 45 responses 
6 = 55 responses 
7 = 27 responses 
27) Business transactions are completed ONLY with small business owner-managers of your culture. 
1 = 25 responses 
2 = 11 responses 
3 = 42 responses 
4 = 44 responses 
5 = 26 responses 
6 = 6 responses 
7 = 0 responses 
28) In business, people of your culture are generally tough negotiators: 
1 = 2 responses 
2 = 3 responses 
3 = 21 responses 
4 = 63 responses 
5 = 41 responses 
6 = 10 responses 
7 = 14 responses 
29) In your culture, small business owner-managers are generally aggressive: 
1 = 1 responses 
2 = 1 responses 
3 = 26 responses 
4 = 47 responses 
5 = 50 responses 
6 = 12 responses 
7 = 17 responses 
30) In your culture, people are recognized for excellent performance and success. 
1 = 1 responses 
2 = 0 responses 
3 = 2 responses 
4 = 8 responses 
5 = 33 responses 
6 = 80 responses 
7 = 30 responses 
3 1) In your culture, people take pride in accomplishments. 
1 = 0 responses 
2 = 0 responses 
3 = 1 responses 
4 = 3 responses 
5 = 39 responses 
6 = 72 responses 
7 = 39 responses 
32) This business is located in the city. 
1 = 9 responses 
2 = 1 responses 
3 = 9 responses 
4 = 67 responses 
5 = 36 responses 
6 = 19 responses 
7 = 13 responses 
33) This business is located in a neighborhood. 
1 = 10 responses 
2 = 2 responses 
3 = 22 responses 
4 = 58 responses 
5 = 44 responses 
6 = 9 responses 
7 = 9 responses 
34) Most customers live nearby to this business. 
1 = 9 responses 
2 = 6 responses 
3 = 32 responses 
4 = 47 responses 
5 = 30 responses 
6 = 15 responses 
7 = 15 responses 
35) Employees live nearby to this business. 
1 = 3 responses 
2 = 5 responses 
3 = 43 responses 
4 = 54 responses 
5 = 23 responses 
6 = 12 responses 
7 = 14 responses 
36) Business' suppliers are located nearby. 
1 = 33 responses 
2 = 12 responses 
3 = 42 responses 
4 = 41 responses 
5 = 18 responses 
6 = 2 responses 
7 = 6 responses 
37) My business is situated in an ideal location. 
1 = 1 responses 
2 = 1 responses 
3 = 8 responses 
4 = 56 responses 
5 = 58 responses 
6 = 9 responses 
7 = 21 responses 
38) In the past year, sales have increased. 
1 = 1 responses 
2 = 0 responses 
3 = 3 responses 
4 = 68 responses 
5 = 60 responses 
6 = 7 responses 
7 = 15 responses 
39) Yearly gross sales for this business are above the industry's average. 
1 = 1 responses 
2 = 0 responses 
3 = 12 responses 
4 = 80 responses 
5 = 54 responses 
6 = 3 responses 
7 = 4 responses 
40) The business has experienced a profit in the last three consecutive years. 
1 = 2 responses 
2 = 0 responses 
3 = 13 responses 
4 = 79 responses 
5 = 45 responses 
6 = 5 responses 
7 = 10 responses 
41) Based on current sales, the net income for this business in the current financial year will most 
likely be higher than it was in the last financial year. 
I = 1 responses 
2 = 0 responses 
3 = 2 responses 
4 = 58 responses 
5 = 74 responses 
6 = 14 responses 
7 = 5 responses 

